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THE UNION FORK & HOE COMPANY 


Makers of Quality Steel Goods for Over 40 Years — COLUMBUS, OHIO — JACKSON, MISS. — FRANKFORT, N. Y. 
Representatives: H. J. McCarty, 11 Park Place, N. Y. City; John T. Rowntree, Inc., Los Angeles; Henry Keidel & Co., Baltimore 
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NEW ELECTRICAL PROCESS 


actually applies to a fence wire, 27 zinc 
coatings where only one was applied before 


@ Almost over night, the new Republic Farm Fence has 
won recognition that ordinarily takes years to achieve. Why? 
Because Republic has brushed aside old-fashioned methods 
of galvanizing fence wire, and has given the dealer impor- 
tant fence superiorities that help him increase his fence sales. 


You see these superiorities first, in the fact that the new 
Republic Electrical Method actually applies to Republic Fence 
Wire, a multiple coating of zinc where only a single coating 
was applied before... A coating that affords better protection to 
this fence wire, just as numerous coats of paint give better protec- 
tion to your automobile or farm buildings. Again, you see these 
superiorities in a zinc coating so pure it is silvery in appear- 
ance and amazingly tough, pliable and adhesive. Finally, you 
see them in a uniformly heavy zinc coating that withstands 
the most brutal fabricating and service punishment. Best 
of all, Republic Fence gives you all these advantages, plus 
copper bearing steel wire of high strength, at no added cost. 


Spectacular farm paper advertising... an outstanding radio 
program... broadcast twice-weekly... and a comprehensive 
point-of-sale merchandising program! These features complete 
@ profit opportunity that should appeal to every alert dealer. 
Write for attractive Republic Dealer Proposition —today! 


REPUBLIC STEEL CORPORATION (wine vivision = ¢ 


7850 South Chicago Ave., Chicago, Ill. General Offices: Cleveland, Ohio 
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THE REPUBLIC JOBBER-DEALER POLICY—The new ng oe 

Republic Farm Fence will be distributed TUNE IN... Republic’s "Musical Almanac” wh l | 

through jobbers and properly equipped dealers. Radio Program . . twice weekly. . daytime. : ea! 
Pustit 


REPUBLIC FENCE , 


BARBED WIRE + STUDDED "Y’ POSTS * GALVANIZED ROOFING 
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Hardware Age, published every other Thursday by Chilton Co. (Ine. ), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second-class matter March 24, 1933, at the Post 


Office at Philadelphia under the Act of March 3, 1879. (Printed im U. 8. A.) $1.00 pcr year. Single eopics 15c each. Vol. 139, No. 1 








——— 





Awa 





JANUARY 14, 1937 


com PRICE... 
ack to QUALITY! 


7 YEAR marks the beginning of a new “quality-first” 


era. People have more money to spend. They will 
buy not only more merchandise—but better merchandise. 


This means that you have two ways to increase your 
profits. First, due to business recovery and accelerated 
building activity, you can sell far bigger volume; second, 
by concentrating upon selling better quality, higher priced 
products, you earn a correspondingly greater margin. 


To obtain the greatest advantage from this growing de- 
mand for quality, standardize on those products bearing 
the internationally famous trade mark — 


Because it is known the world over as a symbol of quality 
“The name YALE helps make the sale’’ 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 
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[REPUBLIC | 


STEEL 


Bolts — nails — pipe— or sheet metal. The 
customer asks — you wrap the package — and 
you ring the cash register. An ordinary sale is 
made. No one gives it further thought. 

Yet without the thousands of dollars you 
have invested in stock and store — the hundreds 
of thousands of your jobber —and millions, 
as in the case of Republic Steel — that fifty-cent 
sale would not have been possible. 

Millions of dollars? Yes sir! From the ore and 


coal mines down through furnaces and mills, 


Republic Steel owns, operates and controls all 
equipment and processes that produce steel 
hardware products identified by the name 
REPUBLIC which stands for proved quality. 

Thus, when you receive Republic Steel 
products from your jobber, you are stocking 
items backed by a manufacturer with a world- 
wide reputation for fine steels — and a manu- 
facturer who makes certain that no Republic 
product shall blemish that reputation. 


Ask your jobber or write us for full details. 


Republic Steel 


GENERAL OFFICES .. . CLEVELAND, OHIO 
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THE RUBBERSET COMPANY ~~ ESTABLISHED 1873 «+ NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 
56 FERRY ST., NEWARK, N. J. © 37 SOUTH WABASH AVE., CHICAGO - 
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Craftsmanship 


is built into every Rubberset 
Paint Brush. The aim of Rubber- 


set workers is perfection, not 


“Cupping the Chisel” 


This is a job for an expert, and this typical 
Rubberset brushmaker is a skilled master of his 
job. The bristles must be set in exact alignment 
for free flow of paint and longer, more even wear. 
The “chisel” is the business end of a brush. 


THER brush manufacturers can use the 
O same type bristles Rubberset uses. 
They can hew their handles in the same shapes 
and sizes. But there is one feature the rest of 
the field can’t copy—Rubberset craftsman- 
ship. Since 1873, craftsmanship has been the 
“added ingredient”’ your customers get in 
every Rubberset Brush. Our workers, schooled 
in the Rubberset tradition, regard each brush 
as a personal and professional responsibility. 

What does this craftsmanship mean to you 
—as a dealer? It means that every Rubberset 
Brush you sell will give a maximum of service 
to the man who buys it. It means that he’ll 


just production! 






get smoother, more satisfactory painting for 
the whole life of the brush. It means that the 
bristles won’t ever streak or shed—that the 
flag ends won’t spread or turn out—that the 
Rubberset setting will keep its resiliency and 
solidity through years and years of use. And 
all of those things added together mean repeat 
profits and good will for your paint or hard- 
ware store! 

Don’t offer your customers run-of-the-mill 
imitations of Rubberset Paint Brushes. Stock 
genuine Rubberset, the brand your customers 
know is good —-the brand that will give better 
service and give your store a better name! 


Insist on Genuine 


RUBBERSET PAINT BRUSHES 


(trace marx) 


1534 SOUTH OLIVE ST., LOS ANGELES 
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EVER OFFERED 
TO PAINT DEALERS 







122 PAGES OF 


Paint Selling Ideas! 
ae 2 




















ie | MAKES YOUR STORE| _ stestc coor tarmon 
Cabor for aut rrres oF Cabor Harmony Salen Spuleaneed tows of 
HOME EXTERIORS HEAD UARTERS! : 
color harmony, how to 
_— CSIR Q 4 scientifically select har- 
monious color schemes, etc. 
OW GLIDDEN offers you the most effective Color for Home Exteriors 
“job and order” getter ever developed! The Distinctive color treat- 
apes: pe “ ments for communities, 
distinctly new “Age of Color” Manual fills a /ong- different types of homes in 
felt need in the painting industry . .. and enables el gea saom 
' you to easily meet and beat the selling arguments Color for Home interiors 
FOR ALL TYPES OF ti , , 

Colter HOME INTERIORs °f 2// your competition ... by selling color ideas, Sasest cates atfeces for 
i d of just cans of paint. 7 “4 
instea J P ake ag mrad draperies, 

rniture ecoration, etc. 

ae > 

Why is this true? Because now you can answer Color for Commercial Buildings 
with perfect confidence a// questions on Color Shows correct color 
schemes for interiors of 
Treatment hee and prove to customers that your Schndiin, Oca, Heats, 
counsel is sound, in good taste, 2nd in accord with Hospitals, Libraries, Apart- 

ioe. : modern decorating trends! ip ee oe Selling Ideas 

Cobor FOR SCHOOLS, The “Age of Color” Manual is new—it’s different Wall Surface Treatments, 

HOTELS, STORES 5 ; : Floor Painting Ideas, Paint- 
—and only Glidden can give you this great money- ing for Better Light, Color 
! ite o . . for Signs, Architectural 
maker! Write at once for full details about the Spediltadiens, ColerChipe. 
“Age of Color” Manual, and the great new 1937 Glidden Paint Products 
Glidden Advertising and Merchandising Proposition! 








Mat tacnerer GLIDDEN PAINTS 


CLEVELAND, OHIO fverywhere om Sverything * 


Cobar FOR APARTMENTS, 
HOSPITALS, OFFICES Factories and Branches in Principal Cities PAINTS - VARNISHES - oe EMNAMELS 


~1 
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ALL INDUSTRIAL 
and COMMERCIAL 


PURPOSES 


ALL has made rope in standard and special types and sizes 
for 106 years to meet the challenge of ever-growing indus- 
trial uses. 

The quality and dependability of Wall Rope performance is 
founded upon a century of experience. For over 100 years Wall has 
selected and blended fibre for laying rope of unquestioned merit 
for many industrial uses. 

Manila Rope Bolt Rope Hoisting Rope 
Pile Driver Rope Lariat Rope Sisal Rope 
Lathyarn Hay Rope Hide Rope 
Fodder Yarn 
A card to the nearest office will receive imme- 
diate reply, with information, prices, terms, etc. 


The Longest Rope Walk In The World 


WALL ROPE WORKS, Inc., 48 South St, New York, N.Y. Factory, Beverly, N.J. 


33 South Charles Street, Baltimore, Md. 425 Decatur St., New Orleans, La. 
123 South Broad Street, Philadelphia, Pa. 671 Orleans St., Chicago, Ill. 
57 Commercial Place, Norfolk, Va. 505 Union Trust Bldg., Parkersburg, W. Va. 
102 Broad Street, Boston, Mass. 217 East Archer St., Tulsa, Okla. 
821 Folsom St., San Francisco, Cal. 
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VITA-VAR PRODUCT @ 
100% PURE QUALITY 












We invite you to 
make comparisons 
with other leading 








The revolutionary new 


Vita-Var 


MERCHANDISING PLAN 


It’s the answer to the urgent need for modern, profit-sharing 
sound dealing between manufacturer and paint distributor. 
IT MEANS MONEY TO YOU. DON’T MAKE ANY PLANS 
UNTIL YOU INVESTIGATE THE VITA-VAR FRANCHISE! 












Vira- Var CoRPORATION 


Paint Engineers Since 1888 


NEWARK e NEW JERSEY @ U.S.A. 














[VITA-VAR CORPORATION 
















the NEW 1937 


UN ‘oo 


REFRIGERATOR 









for pes 3 
1937 PROFITS 


Point by Point there is none 
finer than the New UNIVERSAL 


NEW Super Features 
NEW Conveniences 
NEW Economies 


and built for a lifetime of satis- 
factory service and economy of 


“IT s Tops / 










































Bom win 


WRITE TODAY FOR COMPLETE DETAILS 


LANDERS, FRARY & CLARK 


Manufacturers of Household Helps since 1842 
NEW BRITAIN, CONN. 
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ALSO ... A COMPLETE WATER PAINT LINE... INCLUDINGFA 

































PRODUCTS Formulated to Modern Standards 


Foremost among things to build business for dealers is that new kind of quality 
consumers have been looking for. A degree of goodness so outstanding as to be 
already famous. Expressed in decorative qualities as today’s public wants; in ease 
of application as the man behind the brush expects; and in protective values in 
line with popular demand for a paint that will stay good for a longer time. 


LINE Matched to Popular Demand 


Ready-sellers alone have place in the Alabastine Oil Paint line; no catering to 
passing fads, no trick items, no once-in-a-whiles, no shelf-warmers of any descrip- 
tion. There is determined concentration on products that have popular sales appeal 
— that many people want and ask for. Thus, dealers are not tying up investment 
and shelf space in dead wood — just for the sake of “completeness.” Instead, 
reduced inventory capital is invested in a line of self-starters that sell quickly and 
still form a line complete to 99% of consumer requirements. Net results: quickened 
turn-over of stock; doubled profits on the investment. Results prove the point. 


PROGRAM Geared to Scientific Selling 


Paint sales, generally, will be bigger in 1937. True. But this means something only 
to those live wires alert to turn general conditions to personal advantage. To them 
will gravitate most of the increased volume. That's why our merchandising 
cooperation is for point-of-sale application. Not the hit-or-miss birdshot of general 
publicity, but the direct-hitting sureness of heavy artillery for local barrage. Con- 
centration of effort within dealer's territories — intensive work to sell more paint 
(and to speed up store traffic) wherever we have a dealer. That's what we mean 
by “scientific” selling — the kind we have proved is right by successful application! 


POLICY Pledged to Dealer Profits 


The cornerstone of the Alabastine Oil Paint program is the local independent 
dealer, and the key to his success is the policy which gives him exclusive terri- 
torial sales rights. Alabastine Oil Paint is not sold to mail order or chain stores, 
nor is it sold through subsidiaries to- competing dealers; nor is it sold under 
any other name. It's a franchise that safeguards dealers against community 
competition on the Alabastine Oil Paint line, and gives assurance that its possi- 
bilities for volume and profit will not be curtailed by neighborhood price-cutters. 
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(CLUDING FAST SELLING “ALABASTONE” ... THE WASHABLE CASEIN PAINT 


wt ; 


FOR TODAY’S 


ds The Dealer’s Biggest EXACTING 
Sales Bet for 1937 


A program stripped for action backs the Alabastine Oil Paint 
line — a program designed so that dealers will do more 
business and make more money on a smaller investment. 


ak. Behind it are five years of thinking, planning, and building. 
Five years in evolving and refining formulas to make 
products better than the prevailing “best.” Of building a 
personnel comprised of men outstandingly prominent in the 
oil paint field. Of designing and equipping for superb manu- 
facturing facilities, and of conceiving sales plans solidly 
founded on distribution only through independent dealers. 











Five years and a real fortune invested to develop a bet- 
ter paint, made in a better way, and marketed with the 
cards face up. To take uncertainty and vagueness out of 
dealer franchises and to galvanize retail paint sales out 
a? of a seven-year sleep into profitable streamline activity. 


Assurance of super-quality in the products is the prestige 
and reputation of an institution whose business for 58 years 
has been to beautify homes. A guarantee of facilities is the 
huge, modernly equipped factory. And endorsement of 
sound merchandising are those definite increases in volume 
and profit, enthusiastically reported by dealers everywhere. 
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ALABASTINE COMPANY, Grand Rapids, Mich. 
9D’ m interested -- shoot the works 


NAME 
ADDRESS 
CITY__ 


STATE. 
= 









HIGH SPEED 
ACTIONNis 
the BiG PLAN 


We're in the oil paint business with 
both feet — and bared arms — and a 
whole lot of determination. And with 
concrete things to offer those indepen- 
dent dealers who plan aggressively to 
go places in 1937. 





Merchandise that brings praise from 
the most exacting user or master 
painter — retail prices that win 
approval from those who practice 
economy — a complete but compact 
line of modern finishes, made to 
modern performance standards and 
modernly packaged — sales plans 
packed with a strong local wallop — 
and a franchise intended to establish 
lifetime relations with dealers. These 
are the high points in a program 
































attuned to result getting and evidenced 
by plenty of definite usage. 


If you're a two-fisted fighter for local 
paint sales, and are looking for a line 
and a deal to match your personal 
aggressiveness — brother, you're talk- 
ing our language! And we want your 
name and address immediately. 


Alabastine Oil Paint dealers are dot- 
ting the country; and each dot repre- 
sents an independent dealer operating 


in protected territory. Your territory will 


be dotted by the man first convinced 
of the fact that a new deal in paint 
selling is in order, and with the courage 
of his conviction to fight it through. 


SEND THE COUPON FOR ACTIO! 


If you‘re on your toes to meet a high-stepping 
paint proposition — one that plans in shirt- 
sleeve fashion to make your store paint 


headquarters in your community — your 


fingers are itching to sign this coupon and 
get it in the mail. AT ONCE! 











THE DAWN OF THE NEW ERA 














need finds Richards-Wilcox still upholding 
_— its traditions of quality and service 
t line 
onal APPILY, the Richards-Wilcox standards never dipped. Its busi- 
talk- Manufacturing Company nesscourage could permit no such 
your hails the dawn of the new eco-_ desertion of its ideals. 
nomic era. A new and sounder Thus today—as always—Rich- 
day has come ... offering new ards-Wilcox offers the highest 
dot- and even greater opportunities for grade door hardware known to 
pai >» service. the world. Its service facilities, 
iting For this glorious future, Rich- noted for so many years, are still 
will ards-Wilcox finds itself prepared. intact; its engineers are available 
iced Even during the darkest days of | for service on all doorway prob- 
aint depression, Richards-Wilcox was lems—service that includes hon- 
rage not found wanting. They were est and expert opinions on door- 
ugh. days that called for character; and ways from the one-car garage to 
Richards-Wilcox’ character had the largest industrial doorway. 
. been moulded long before. No You are invited to avail yourself 
"TIO! matter what the vicissitudes, its of these services. 
ping Richards-Wilcox Mfg. Co. 
shirt- “A HANGER FOR ANY DOOR THAT SLIDES” over 
, AURORA, ILLINOIS, U.S. A. 
part : Rants Chicago Boston Philadelphia Cleveland Cincinnati Washington, D.C. 
your “quae er iateuaa” Gok tee bk Meme Seemeeh yo 
_ Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 
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Full-page color advertisements right through 
the Spring months in four national farm and 
garden papers, shown above, announce the 
New TRUE TEMPER Tools for 1937— more 
than five million prospective tool buyers will 
see them each month. These advertisements 
will invite tool buyers to see these new tools 
at Hardware Stores. 


In every community the buyers will come 
flocking in. These new tools are exciting. 
Six major improvements at one time is news! 
New strength—new beauty—new eye appeal 
will attract the buyer. 


Will you be ready for these buyers? If you’ 
haven’t seen the new TRUE TEMPER Tools, 
write us. We will arrange to have a nearby 
distributor show them to you. 


Ah IRUE TEMPER 
Anericas Finest Tools 


FORKS © RAKES © HOES e SHOVELS © AXES © HATCHETS 
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THIS SPRING 


poem tieper. * 
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ms to see the new 
ware’ stores — will 

























Ht AMERICAN FORK & HOE CO. 
| Makers of Essential Tools 
CLEVELAND, OHIO | 





THE AMERICAN FORK & HOE CO. e« Cleveland, Ohio 


Gentlemen: Yes, I want to do more tool business. Send me the 
announcement of New True TemPeER selling helps. 


Name of Store 





Street City State 





Jobber’s Name 





My Name 












'$ HAMMERS @ SCYTHES © FISHING RODS ¢ BAITS ¢ GOLF SHAFTS 
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BWH.Z line cof GARDEN 


2-BRAID The leading brand of high 













quality garden hose on the 
market. A strictly quality 4 
Ce hose from tube to cover. At- 4 


oe —he® K& KK traccive, wide corrugations 





and distinctive chocolate 
prown color. 


2-BRAID Our largest selling brand of i 





2-braid garden hose. High 
enough in quality to be con- 
sidered strictly a high grade 





hose, yet low enough in price 
to command a large volume 
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sale and a heavy repeat busi- 
ness. 


1-BRAID Here is a low-priced hose of 


we real value. Built to supply 
POR ee 2 the demand for a popular 
o UE ca priced hose of good quality 
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that will give satisfactory 
service. | 











HERE IS AN OUTSTANDING VALUE 


Here is a special value designed for the consumer who prefers to 
make a small initial investment but desires a higher grade hose 
than “All-Rubber” or garden hose sold on price basis only. 
Tiger is built with a cotton cord car- 
cass, lighter, naturally, than the higher 
priced brands, but producing a strong, 
serviceable hose which makes an ex- 
ceptional value at the price. 


BOSTON WOVEN HOSE 


. 4% 7 BOSTON, 


HARDWARE 





AGE 





HOSE and FITTINGS 
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The Boston Nozzle has been the leading 
hose nozzle for over thirty years. Solidly 
made of fine heavy brass. Each nozzle is 
packed in an attractive individual carton. 
The %4-inch nozzles are packed 12 cartons 


to a display container, 12 display 
containers to a shipping case. Gross 
weight per shipping case, 72 lbs. 


The Eclipse Nozzle has been one 
of the leading nozzles on the Amer- 
ican market for more than twenty- 
five years. Hardware and house- 
furnishing dealers use it for a leader 
on account of its obvious quality 
and attractive price. Packed 12 in 
a heavy corrugated mailing carton, 
12 dozen in shipping case. Gross 
weight per shipping case—66 lbs. 





L\RDEN He 


ea 0 Wee 





DIAM ASHER 
LUCKSY 70 
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BOSTON 
NOZZLE 















GOOD LUCK HOSE WASHERS 


Tough, alive and springy. Instead of getting hard, 
shrinking and falling out of the coupling, they stay 
soft and hold firmly in place, saving the time and 
temper caused by a leaky connection or a missing 
washer. The Good Luck Hose Washer display 
package is a silent salesman for the window or dis- 
play counter. 


AND RUBBER COMPANY 


MASS. 
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6 TEA TOWELS 


— pure linen weft — offered 


free with the Streamline Adjust- 
o-matic Iron; 2 months’ 
y of Satina 
alone. Adver- 


12,250,000 families in 


full color pages- 
G& PAD SPECIAL 


too, is an @ 
timely, @ fast-t 
sale item. 


Two sensati 
tional sellin 
£ angles — includi 
ing the 


world’s lar ‘ 
gest single refri 
igerator order — gi : 
give rea 
Roaster gRitt 


Westi 
inghouse d 
ealers : 

speed right from th what it takes to hit top - 

is a good ti e word “GO ” Rich a “ 4 Featuring the new, sensational 

B time to get the f i 1g t now : Sf i da which broils, fries 

; acts ‘y 4 4 and does surface cooking 

West inghouse sal about the 1937 i the only double-purpos¢ unit in 

es and advertisin : the field. 

g plans. Be ee 5 Advertised in full color pas 

= to 12,250,000 families. 


- ‘ 


with th . 
e Westinghouse Refrigerato Po ae a” 
: 4 DUSTER CLEANER SPECIAL 


distributor 
Another timely seller — anothe 


in 
attractively 


Bs Rees, », supporte' 


advertising to millions © 





BASED ON FACTS! | 
FACTS! FACTS! | 


Smashing sales records monthly, 

the Westinghouse Laundry 

Equipment Line sweeps into 

1937 with sales increasing much 

offered } Lae ae x = : = faster than the industry. There’s 

Adjust- : a ; : : is a reason and you should have it. 

onths’ g | @ sae Note the coupon below. 

for the 
Adver- 
ilies in 


PECIAL 
specially 
ty. This, 
special 


volume- 





BRILL 


sensational 
roils, fries 
cooking 

pose unit 10 





color pas 
es. 


; ouse 
stingh sde Westinghouse Electric & Mfg. Co., 
ilers on the ins Merchandising Division, Dept. FL-7174, Mansfield, Ohio. 
R SPECIAL retat appliance Send me information on items checked below: 
er — anothef track to fits (_] 1937 Refrigerators (_] 4 Appliance Promotions 
ed special es and pro : (_] 1937 Ranges and Water Heaters |] 1937 Laundry Equipment 
demam - 
xtra de ‘ 
1 color pat 
ons of famili¢ 7 

















‘*Enterprise’’ Chopper 
with Grating and Ricing 
Attachment displayed 
in this FREE DISPLAY 
CASE almost sellsitself. 


Famous “ENTERPRISE” Chopper with exclusive Grating 
and Ricing Attachment displayed in FREE DISPLAY CASE 
becomes fast-selling Kitchen Specialty 


“Enterprise” has revolutionized the 
selling of Meat and Food Choppers; 
changed “Enterprise” Choppers to a fast- 
moving kitchen specialty. 

The amazing new Grating and Ricing 
Attachment,whichaddsahundrednewuses 
to “Enterprise” Choppers and the hand- 
some new Free Display Case for exhibit- 
ing“Enterprise” have accomplished this. 

The Display Case is furnished FREE 
with sales units of three No. 5G or 
No. 10G “Enterprise” Choppers. 

The ingenious new Grating and Ricing 
Attachment grates anything that can be 
grated; rices potatoes; makes purees for 
baby food; makes noodles; extracts fruit 


‘“*Enterprise’’ Sausage Stuffer, Lard and Fruit Press 
The Leader for Half a Century 


Three machines in one. Most substantial and efficient family size press; in universal 
use by farmers as lard press and sausage stuffer. All metal—always sanitary; cannot 
warp or dry out. “Enterprise”? compound gear action gives tons of pressure by turn- 
ing the handle — gets the lard or juice. Display them NOW for incre: sales. 


The Enterprise Mfg. Co. of Pa., Philadelphia, U.S. A. 


and vegetable juices; simplifies messy 
kitchen tasks. Housewives who have used 
it have found it indispensable. 
Advertising in farm papers and maga- 
zines is now telling consumers about the 
famous exclusive “Enterprise” four- 
bladed steel knife and plate that gives true 
shear cut in uniform bits; doesn’t squeeze 
out meat juices, mangle or tear; makes 
the finest sausage and chopped meat. 
Watch your Chopper sales jump 
if you keep “Enterprise” on 
constant display in the new DIS- 
PLAY CASE. Order“Enterprise” 
sales units either No.5G or jm 
No. 10G from your jobber today. re 
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HACK SAW FRAMES 


This attractive gold and red fixture invites 
your customers to lift out the fine Millers Falls 
hack saw frames—handle them—test their per- 
fect balance—examine their brilliant, lasting 
finish—and buy! 

Steel fabrication continues up and up. This 
means more hack saw sales. And here’s an effi- 
cient salesman to help you get this extra busi- 
ness without increasing your payroll 
a nickel. 

Order your display now. Arrange 


MILLERS FALLS 
TOOLS 








it as shown in the illustration—topped by No. 
84, now equipped with the famous “Blu-Mol” 
molybdenum blade—the new hack saw frame 
that knows no equal. Then watch men who 
know tools stop, look and buy. 

Given FREE, with a reasonable order of 
Millers Falls hack saw frames. Our salesman 
will see to it that you are supplied promptly, 
or write to us direct. If you haven’t 
our complete catalog No. 41, we'll 
be glad to send a copy on request. 


MILLERS FALLS COMPANY 


Greenfield, Massachusetts 
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ADVERTISED 
CONSISTENTLY 


in THE 
SATURDAY 
EVENING 






















Steel Wool Pads 
of KNOWN QUALITY 


UN RAY is the highest quality steel wool money can buy. It 
is carefully manufactured, carefully inspected, carefully 
graded. It is made in a complete range of grades, to suit the 
requirements of the most particular craftsmen — but 
in only one quality, the very best. No "second" or 
off-grade merchandise of any kind ever leaves the 


Sun Ray plant. It is destroyed. 


Sun Ray Layer-built Pads are the first choice of 
good painters, decorators, mechanics — craftsmen 
in many lines of industry. And JEX Pads (handy 
household pads of Sun Ray quality) are rapidly 
growing in favor among discriminating home- 
makers all over America. Both products are adver- 
tised in The Saturday Evening Post. Both merit 
your special consideration. 
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TEEL WOOL sales are good —and they're getting better! New con- 

struction and remodeling projects are booming. Homecraft activities are 
increasing. Housewives are buying. All of which means: Be ready with 
Sun Ray, the nationally-favored Steel Wool! 


JEX PADS 
for the Home 


Here's a little secret! Women don't care “too much" 
for kitchen pads they have to keep! Kitchen pads 
get "smelly" when used over and over again. JEX 
PADS cost so very little that even the thriftiest 
housewife doesn't hesitate to discard them — after 
a day's use in cleaning and scouring pots, pans, 
and so forth. 


How little? You'll be surprised! Write for free 


sample package — mentioning your jobber's name. 


JANUARY 14, 1937 


LAYER-BUILT PADS 
the Choice of Fine Craftsmen 


National advertising, plus outstanding merit, has 
made this famous SUN RAY Pad the favorite among 
fine craftsmen everywhere. Easy to hold—and a 
fresh, new working surface always ready. Simply 
unwind— fold back the used layer. Seven grades 
—and only one quality, the best! 


ORDER Pound Packag< 
THRU When your customers call for bulk 
steel wool in tubes, show them the 
YOUR attractive Sun Ray Pound Package. 
JOBBER = Highest quality steel wool only. 


Seven grades —from very coarse 
to extremely fine. 


The WILLIAMS CO. 
London 
2 Ohio 


No. 1 (MEDIUM) 

































































Profits in Selling 
and Renting 





Sell this all-wood folding chair 
for assembly purposes and feature 
as a spare for everywhere. Some 
dealers also rent for weddings, 
funerals, conventions, banquets, 
benefits, bridge games, etc. 


The TUCKER’WAY is easy to 
open and close (with the foot) ; 
easy to stack (folds flat) and “‘tuck 
away.” As tough as a yegg. You 
may demonstrate and sell by treat- 
ing rough. 

See Pages 3 and 4, our new cata 


* 


Get This! 


Samples of any of our 
line sent responsible 
dealers, which articles 
may be returned or kept 
as part of order. 











A New ‘Color’ (And a New Chair) 


For the New Year! 


You can now secure the popular and profitable Peerless 
Folding Furniture for lawns, porches, sun parlors, etc., 
with enameled white frames. These frames and the solid 
color covers make most pleasing color combinations. 


* 


Our latest—substantial recliner, adjustable to 3 posi- 

No 4| tions. With or without footrest. Various color combina- 

° tions in addition to white frames. Fully described, 
page 9, 1937 catalog. 





Light folding chair, with modern lines, in low price 

No 90 range, announced last season. Different color combina- 

° tions, in addition to white frames. Illustrated and 
described, page 9, new catalog. 





The old standby folding chair. Now with white frames, 
No. 35 in addition to regular color combinations. Also illus- 
trated in colors, page 12, new catalog. 





No. 3 Cot 
With Pad 


Big Outdoor Year Ahead! 


With trailers in full swing, greater prosperity, more travel and 
intense interest in outdoor sports, an unprecedented season for 
camping and other outdoor folding furniture may be rightfully 
expected. Be ready. Check through our 1937 catalog. 


Consider the Peerless No. 3 Folding Cot. A staple number and 
big seller everywhere! Cot sets up rigidly, stands firmly And 
adjust itself to uneven ground without discomfort to the occupant; 
folds quickly and easily into a light compact bundle only 38” long. 
Made for strenuous use. Plenty of profit in our cots and pads. 
See pages 6, 7 and 8, our 1937 catalog. 


wt st 
ls Your Interest In Tents''? 
Make a clean-up this year with tents for campers, tourists, Boy 
Scouts, road contractors, etc. Call on TUCKER FOR TENTS. 
All kinds and sizes. In stock or TUCKER-MADE to order. 
Send for Tent Price List. 


TUCKER DUCK 
& RUBBER CO. 


Dept. ow 


Fort S mith, Arkansas 


















Here's A 


Sensational 





Item! 


Tucker's 


FISH-N-FLOAT 


Last year we announced this fish- 
ing device. destined to become 
standard equipment for fishermen. 
It was widely publicized in maga- 
zines and is being nationally ad- 
vertised. They are sweeping the 
country. Sell “Fish-N-Floats” in 
your community for which there 
is a demand. Now one can wade 
in deepest water and catch big- 
gest fish. Beats paddling or carry- 
ing boat. Comes with innertube 
permanently installed or with 
zipper or lace on cover for easy 
removal. Free folders for dis- 
tribution. Write or wire for com- 
plete details or refer to back cover, 
our new catalog. 


* 


Get This! 


Get our 1937 Catalog, 
a text book of sales op- 
portunities. _ Illustrated 
in eight colors. Free. 
Address Dept. D-39. 


or 
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‘ Above are 3 pieces of a New Window Display. 
Below, 2 of a series of massive show cards in 
glowing natural colors. 

























4 
: 
‘ 1937 will reward dealers who fight for business. q Kyanize dealers are 
: equipped with smart ideas and modern weapons. q Displays — show 
: cards — good enough for the finest store — smart enough to win sales. 
4 q@ Worth a fortune but Free to Kyanize agents. 
f Dealers! Get the Kyanize money-making proposition, send the 
coupon at once. 
BOSTON VARNISH COMPANY 
q , r, = ~ Boston me 7 eciteasiin 
AY Tn a L Boston Varnish Company, Everett Sta., Boston, Mass. 
USTAQUIK T \\ue_S _ Without obligation I'd like particulars on the money 
Wahibig LONIAL 1VORL making features of Kyanize. 
F . a —— EES Se 
; Address__ 
— City State 
GE JANUARY 14, 1937 27 























Complete 
National Garage Door Sets 


sell as easily as individual parts 


HERE is really a decided advantage in recommending and sell- 
ing your trade complete door sets. From the dealer’s standpoint, 
it is easy to stock and handle the merchandise itself, and no more 
sales effort is required to sell a complete set than a pair of hinges. 


Otay) om | 


From the viewpoint of the customer, 
these sets are an especially good value. 
In the first place, the quality of each 
individual part is built to a uniform 
standard. Also, all parts are designed 
No. 801H Garage Set and built to work in perfect coordi- 
nation with one another to assure 


a be 


smooth and positive performance. 


a4 
See 
em | » b= These advantages, of interest to the 
i 1 dealers in National Hardware and to 
the purchasers as well, account to a 


large degree for the growing popu- 
larity of this fine hardware line 


( =i The wide variety of sizes and styles of 


F these sets is also an advantage in meet- 
0 ¥ Pa oc ing the specific requirements of every 
No. 801BH Garage Set type of job and of individual tastes. 


NATIONAL 
MANUFACTURING 
COMPANY 


STERLING * ILLINOIS 


No. 801AH Garage S 


National Hardware is 
sold direct to the re- 
tail dealer—a policy 
that promotes qual- 
ity, service and direct 





selling cooperation. 
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be sure of this .. STERLING 
POULTRY NETTING MEETS 
THE INSTANT APPROVAL OF 
ALL NETTING BUYERS. . . they instantly 
recognize its top notch value and superior features, 
for traditional Sterling Quality is quickly apparent 
in these products. Now is the time to plan for a 
real volume of profitable Sterling Netting sales. Ask 
your jobber about the Sterling Complete Line, 
or write to Dept. 10 for full details. 


NORTHWESTERN BARB WIRE CO. 
Since 1879 
STERLING, ILLINOIS 


Ng area 
\ ad satan d thas had Rie De 
5. Same Soa Bases 4 
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WILL 
INCREASE SALES 


With a record of millions of 
roller skates produced and 
sold, Kingston has built a 
reputation that i$.a distinct 
advantage to dealers. The 
No. 115RT ; buying public knows and 
accepts them to be of bet- 
ter quality, finer construc- 
tion and more reasonable in 
price. Kingston roller skates 
will allow you to meet com- 
petitive conditions with vol- 
ume sales and still maintain a 
profitable skate department. 





The 1937 models are smart in 
design, rugged in construc- 
tion--- and they are backed 
by merchandising helps that 
will make rapid sales. 


Again Kingston will be the’ 
outstanding leader in the 
roller skate field. Kingston 
Quality Roller Skates will 
increase your volume sales 
and your profits. Write 
today for full information. 


KINGSTON PRODUCTS CORP. 


KOKOMO, e¢ ° ° e INDIANA, U.S.A. 
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Profit Maher for You 


Grasselli Agricultural Chemicals, well known for many years from 
coast to coast, include a full line of Insecticides and Fungicides for 
insect control on fruits, vegetables, flowers, shrubs, trees and lawns: 


GRASSELLI Arsenate of Lead—A heavy deposit bitter rot and blotch on apples, and 
lead of high killing power, compatible with similar fungous diseases. 
summer oils. A dependable control for 


: h hewi : _DbUTOX*—A non-arsenical insecticide that 
Coming Shock sat other Gawing tnenete controls Beetles and Leaf- Eating insects 


NuREXFORM —The Improved Lead Arsenate. on vegetables, fruit and tobacco. Applied 
Controls Codling Moth and other chewing as dust or spray. 

insects. Stays in suspension. Does not 7 
clog screens and nozzles. Spreads evenly SULFORON*—A highly concentrated super- 


and combines with lime sulphur without fine sulphur that mixes readily with water 
separation. —it remains well in suspension and is used 


as a Summer application to prevent brown 
CALCIUM ARSENATE—is used to control Leaf- rot, mildew and similar fungous diseases. 
Eating insects on cotton, potatoes, tomatoes 


and similar hardy plants. LORO*—A synthetic contact insecticide. For 


use on most varieties of carnations and chrys- 
BORDEAUX MIXTURE—A fungicide usedto anthemums for control of red spiders, aphids, 
prevent potato blight, grape black rot, thrips, mealy bugs and chrysanthemum midge. 


Order from your distributor —or write us 


E. i. DU PONT DE NEMOURS & CO., INC. 
GM GRASSELLI CHEMICALS DEPT., General Offices, Cleveland, Ohio 





= OTHER GRASSELLI PRODUCTS 
4 i Blue Vitriol Grasselli Spreader 


pret ced ee | Bordeaux Mixture Lime Sulphur Solution 
| FRUITOROWER REE I : Black Leaf 40 Monohydrated Copper 
; ee y Dry Lime Sulphur Sulphate 

* ! } Dust Mixtures Paradichlorobenzene 

f 

i 


; | i ; Flake Zinc Sulphate Sulphur 
a) ; Flotation Sulphur Summer and Dormant Oils 











NATIONALLY ADVERTISED 


in prominent farm publi- 


cations and newspapers “The Nationally Advertised Line”’ 
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ANNOUNCING THE NEW 


Amazing New Long-Life Fence With Startling New 
Guarantee Offers Dealers a Money-Making Opportunity 
Never Equaled in Fence Retailing! 


American Fence—always the leader—leads 
again! For American Fence now offers an 
amazing new long-life wire that knocks ordi- 
nary standards of value clean out of the pic- 
ture! Sets a mew high standard for service 
and satisfaction—without raising the price. 

Here is a fence that actually is GUARAN- 
TEED to give 3-way protection against the 
costliest enemy of fence life—RUST. 

The guarantee is in black and white. Every 
roll of the new U-S*S American Fence car- 
ries a printed guarantee which assures your 
customers of this protection. 


Made of bright new medium-hard 
U*-S*S American LongLife Wire 


Why do we do this? Because our scientists, 
after years of work, have given us a lustrous 
new wire that is the toughest, rust-fighting- 
est, weather-resisting, two-fisted fence wire 
that ever turned a hog! Put it through the 
cruelest twisting, bending, pounding, 
weather-exposure, acid-biting tests possible! 
Compare it in every way with other brands! 


We sincerely believe that no other fence can 
hold a candle to this new American! 


The only fence that gives 
this complete rust-protection 
The process by which this new wire is made 
is patented. Your customers can’t buy this com- 
plete rust-protection in any other fence. 

Think what these things mean to the farm- 
ers in your community who are going to buy 
fence in 1937! 

THINK WHAT THESE THINGS 
MEAN TO THE DEALER WHO’S HAN- 
DLING THE NEW AMERICAN IN 1937! 


Powerful Advertising and 
Cash Prize Contest 
Back of this amazing new fence we’re putting 
the broadest, hardest-hitting advertising cam- 
paign in our history. Strong selling copy in lead- 
ing farm journals—trade papers—displays— 
broadsides. Plusa big prize contest which will 
bring old and new customers into your store. 
American dealers get equal shares of the big 
prize money. Read all about it on the next page. 


AMERICAN STEEL & WIRE 


COMPANY 
CHICAGO 


TENNESSEE COAL, IRON & 
R. R. COMPANY 
BIRMINGHAM 
COLUMBIA STEEL COMPANY 
SAN FRANCISCO 


United States Steel Products Company, 
New York, Export Distributors 





USS AMERICAN FENCE 


AND OTHER U:+S-+S FENCE* 


“A FELLOW FEELS HE CAN 


DEPEND ON A FENCE WITH 


A GUARANTEE LIKE THIS / 


HOW NEW PATENTED PROCESS 
GIVES THE ONLY 3-WAY 
PROTECTION AGAINST RUST 


e Wire core of full content copper bearing 
steel. This resists rust. 


*A zinc iron alloy which forms a tight 
chemical bond between the zinc and the 
steel. The zinc is fused with the steel, not 
just plated on. This alloy resists rust. 

eHeavy outer coating of uniformly ap- 
plied pure zinc. No air holes or “bubbles” 
which permit rust to work in. 


CASH PRIZE MONEY 
FREE TO DEALERS! 


Here’s an easy contest open to farm residents in which our 
Fence dealers have the opportunity of sharing in $2600 
worth of cash prizes. You simply assist any contestant, 
upon request, in the preparation of his entry. 

We’re announcing a cash prize contest to your farm customers 
on this subject—“‘What I Like Best About American Fence.” 
For the best letters we will award the following prizes: 


First Prize . . . . - « « $500 in cash 
Second Prize . . . - « + 250 in cash 
Third Prize. . . . - « «  1100in cash 
350 Prizes. . . . . . each, $5 in cash 


(Contest applies to any type of U-S-S Fence such as American, 
Anthony, Ellwood, Prairie, Royal, Monitor, National or U. S.) 

353 Cash Prizes in all. And here’s where you come in: 

In order to enter the contest your customers must call at your 
store for an official Entry Blank which we supply to you free, 
and which gives details of this simple contest. On each blank is 
a place for your name. If an Entry Blank procured at your store 
wins a prize, you will be awarded the same amount of cash as the 
winning customer. 

So be sure to get your supply of these Entry Blanks and see 
that every farm resident who comes into your store gets one. The 
more blanks you distribute, the better chance you’ll have of win- 
ning a slice of this cash money. Contest opens January 15, 1937, 
and closes midnight, April 15, 1937. 

Special Window Posters Free which advertise this contest and 
bring people into your store. Ask for these posters! 


HER U-S-S$ FENCE: ANTHONY — ELLWOOD — ROYAL—PRAIRIE — MONITOR—NATIONAL—U. S. 

















Planet Jr. Tools sell best 


because they Serve best... 





and comparisons show WHY 


There are many differences between Planet Jr. Farm and Garden Tools and ordinary 
gardening and agricultural implements. Differences in quality of materials, workmanship 
and finish! Differences in design—in construction—in time, labor, «id money -saving features. 
These differences are apparent both on the sales floor and in the field. They work to your 
advantage in the first case—they work to your customers’ advantages in the second! For the 
same things that make Planet Jr. Farm and Garden Tools more profitable to sell—make 
them easier and more profitable to use! 


The Planet Jr. line is a complete line. Each of the tools it includes is built for long service. 
They are adjustable to all working conditions. Their steels are shaped to do the job right 
and tempered to hold an edge longer. Their handles are comfortable! 


There’s a Planet Jr. tool to meet the needs of every 
amateur or professional grower in your community. 











S. L. ALLEN & CO., INC. 
Also makers of Planet Jr. Garden Tractors 
3483 North 5th Street Philadelphia, Pa. 






The Planet Jr. mS Planet Jr. No. 220 Fer- 
Combined Seeder a tilizer Distributor ef- 
Cultivator in one opera- fectively places any 
seus in = ——. commercial fertilizer 
— Q through 6 adjustable 
right depth, covers it . 

and rolls it down and yore — a 
marks out the next row. Of 2 to DY imcmes. Ac- 
Set up as a cultivator it curate, dependable, 
plows, furrows, hoes, durable and easy to 
weeds and cultivates. operate. Saves fertil- 










One of many models. izer, time and labor. 
Planet Jr. No. 17 Single Wheel Hoe plows, Planet Jr. No. 12 Combination Double and 
weeds and hoes. Light, for easy handling. Single Wheel Hoe is designed for a wide range 
Strong, for season after season of daily ser- of work in all large gardens. Pressed steel 
vice. Equipped with pair of hoes; three frame is light and unbreakable. Handles ad- 
cultivator teeth; one large garden plow—all justable in height. Fully equipped with one 
hardened and tempered. Many other models. pair of hoes, four cultivator teeth, one pair 





of plows and leaf 
lifters, all hard- 
ened and tem- 
) pered. Many 
other models. 












Planet Jr. Star Pulverizer. Ideal as a Planet Jr. No. 119 High-Wheel Garden Planet Jr. No. 2 Edger. Makes 







weeder, cultivator and mulcher for Plow and Cultivator. An easy oper- quicker, neater work of all edging 
vegetables, flowers, or around shrubs ating all-purpose tool for home gar- jobs along straight or curved walks, 
and trees. dener or professional grower. flower beds and borders. 











Planet Jr | GARDEN TOOLS 
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Guaranteed for 5 Years— 
Built to Last A Lifetime 
*Minimum Retail Prices—Slightly Higher West of Rockies 
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you don’t need pencil and paper to figure that there’s five times 

the profit in a $1.69 sale than in a 10c to 50c sale! Remarkable 
as is the record reprinted in the above letter, it would mean 
nothing to dealers generally if it stood alone. But it does not. 
Scores of dealers in all parts of the country have been no less 
pleasantly surprised by the showing of DAZEY devices than were 
A. W. Fairchild & Co. This is true not only of the DAZEY 
De Luxe CAN OPENER but almost equally so of other DAZEY 
KITCHEN AIDS. More and more every day . . . dealers are 
discovering that the sale of a DAZEY De Luxe CAN OPENER 
at $1.69*—A DAZEY Senior at $1.39*—or a DAZEY Junior at 
69c* is almost invariably followed by the sale of one or more 
other DAZEY Devices—DAZEY-SPEEDO SUPER-JUICER 
for oranges, etc., at $1.75*—DAZEY SHARPIT at $1.50*. Are 
you sharing in these extraordinary profits? If not—why not get 
all the facts about these sensational fast-turning houseware spe- 
cialties? Call in your jobber’s salesman at once or write to the 
address below. 


DAZEY CHURN & MFG. CO. 


4301 Warne Ave., Dept. A-11, St. Louis, Mo. 
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Special ASSORTMENTS 


Special / 


PRICES .... . Special PROFITS. 





IT'S PRUNING TIME! 


Test one here NOW 














ofl 


HEDGASHEAR 


....On these Nationally Known.. 
Quick Selling ... Seymour Smith Pruning Tools... 


Your customers will buy more tools—and better tools— 
when they have a quick selling assortment like this from 
which to choose. 


Here are two profitable assortments—both composed of 
fast selling items only—on which you can make an extra 
profit! Valuable display material included free. These are 
tools we feature in our large national advertising campaign. 
These assortments may be changed as desired but special 
prices apply only on assortments as above. 


Now’s the time to order this selection of low pricedy quick 
selling, nationally popular SEYMOUR SMITH pruning 


tools. 
SEYMOUR SMITH 


Manufactured only by 


SEYMOUR SMITH & SON, INC., 81 MAIN ST., OAKVILLE, CONN. 


Sales Representatives 


John H. Graham & Co., Inc., 113 Chambers St., New York City 
Chicago—565 W. Washington Blvd. San Francisco—268 Market St. 


Assortment No. 1 Retail 
PRUNING TOOLS ee 


Y% Doz. #14 Pruning Shears——an outstand- 
ing value 

% Doz. #22 Essex All Steel Pruning 
Shears—8 inches 

Y Doz. #10 Ladies’ Rose Shears—unbreak- 
able—6-inch ladies’ pruning shears 

Y% Doz. #122 Clipper Pruning Shears-—the 
finest $1.00 pruning shear 1 

% Doz. #118 Ladies’ “Snap-Cut” 

% Doz. #119 “Snap-Cut’” Pruners 

% Doz. #3 Essex All Steel Long Handled 
Pruners—25” long 

2/12 Doz. #458 Rockdale Long Handled 
Prunets—26” long 

1/12 Doz. #149 i Cut” 
Pruners 

1/12 Doz. #194 “Snap-Cut” Tree and Shrub 
Pruners 

1/12 Doz, #1312 Tip Top Tree Trimmer— 
12 ft. jointed—cuts 1-inch 

1/12 Doz. #1312S Tip Top Tree Trimmer 
with Pole Saw attachment 


Special Price, $31.60 
(Regular Dealer Price $33.30) 
Dealer Profit, $18.35 


Assortment No. 2 Retail 
GARDEN SHEARS — 


1 Doz. #17 Handy Grass Shears—malleable 
iron handle 
% Doz. #117 Handy Grass Shears—well 
finished 
“% Doz. #227 Clean Clipper Grass Shears 
highest grade 
2 Pair 14-6 Essex Hedge Shears—6” 
ladies’ pattern ... 5 
3 Pair 14N-8 Essex Hedge Shears ” blades 1. 00 
2 Pair 24N-8 Essex Hedge Shears— » blades 
1 Pair 24N-10 Handy Hedge at -10” 
blades 
1 Pair 154N-9 Lightning Clipper Hedge 
Shears—9” blades 
Special Price, $18.30 
(Regular Dealer Price $19.27) 
Dealer Profit, $10.60 
Please order assortments 
from your jobber or from us. 
us, please give your jobber's name. 
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MAKE YOUR STORE 
FARM IMPROVEMENT 
HEADQUARTERS 1 1937 


| 5 Cash in on the soil conservation program and the 






Continental Farm Improvement Campaign. 
Remember, 1937 is all set to be a big farm improve- 







ot OF oe TYPES ment year—a big year for dealers who sell the 
se 8 eee. FS Continental line of 83 steel products of everyday 
&, hl ‘ i Fo wn Oe re) necessity for the farm and home. Sell the line that 
j . im. affords your customers more permanent protection 









FENCI NG for fields and buildings and a line that builds per- 


manent and profitable business for you. 
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CONTINENTAL 


STEEL PRODUCTS FOR 
FARM AND HOME IMPROVEMENT 


ae FOR DEALERS | comm = 


Continental offers you the means of cashing in on 
| increased farm prosperity—focusing attention on 
your store as headquarters for quality steel prod- 
| ucts, including such leaders as Flame-Sealed Fence 








> —15 types... ‘“Tyl-Lyke’’ and 13 other styles of 
} steel roofing and siding. Continental gives you a 
q complete program of new selling helps to help you 
) cash in on this valuable business. 


| CONTINENTAL STEEL CORP. KOKOMO, IND. 


PLANTS AT: CANTON, KOKOMO, AND INDIANAPOLIS ps ada Cat 











EosBORS] | 


Twé Osa0RN MANUFACTURING COMPANY 


5401 HAMILTON AVE. « CLEVELAND, OHIO 
Sales Offices: New York — Detroit — Chicago—San Francisco 





GOLD Band line. Pure black horse hair. Sizes: No. 212-12” 
-.. No. 214-14”... No. 216-16”... No. 218-18”... No. 219-24” 
..- No. 220-36”. Length of stock—2%”. 


SILVER Band line. Pure black horse hair. Sizes: No. 
514-14”... No. 516-16”... No. 518-18”... No. 519-24”. 
Length of stock — 25%”. 


RED Band line. Mixed black horse hair and Tampico 
fibre. Sizes: No. 222-12”... No. 22414”...No. 226-16”... 
No. 228-18”... No. 229-24”. Length of stock—2%”. 


BLUE Band line. Selected black Tampico fibre. Sizes: 
No. 855-12”... No. 856-14”... No. 857-16”... No. 858-18” 
...- No. 859-24”. Length of stock — 2%”. 


GREEN Band line. Selected black Tampico fibre center. 
Black horse hair casing. Sizes: No. 866-14”... No. 867-16” 
..- No. 868-18”... No. 870-24”. Length of stock —2%”. 


* 
The raised color bands on the black solid blocks (Patent 
D99109) gives Osborn Floor Brushes the EYE APPEAL 
that captures sales... Ask your jobber about these 
brushes and the attractive display stand illustrated at left. 


HARDWARE AGE 
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Vou 


ust the Hobbyist 
»Go Elsewhere 


for the fine tools he buys? 


HOUSANDS upon thousands of users 

of good tools — handymen, home- 
crafters, hobbyists — have written us for 
“Yankee” Tool Books. More and more, 
they are going in for creative work for 
the home, buying tools for homework- 
shops, forming homeworkshop clubs. Now, 
more than ever, these amateurs are good 
customers to cater to. They have money 
to pay for quality, take pride in fine tools: 
realize that best is cheapest in the end! 


USE CORNER COUPON to get Con- 
densed Catalog of “Yankee” Tools, that 
will mezn sales and profits for you. 


m=) 


No. 33-H.—_NEW AMAZING VALUE. 
“Yankee’”’ Handyman Spiral Ratchet Screw- 
driver. PRICE ONE DOLLAR Nationally 
Advertised. Everybody who tinkers around the 
home— man, woman or 
boy, wants this “Yankee” 
Handyman for driving 
small screws. Bores 
holes, too, if you also 
sell customer “Yankee” 
Chuck and 3 Drills for 
No. 38-H. 39¢ set. 








[=r C—O “ANKE NO.1308 

No. 130-A.—Hobbyist admires ingenuity and 
convenience of this ““Yankee”” QUICK-RETURN 
Spiral with spring in handle. Drives screws one- 
handed—simply by pushing on handle. Spring 
keeps bit in screw-slot. Advertised price, $3.45. 
No. 30-A.—‘‘Yankee” Standard Spiral Ratchet 
Screw-driver. Without spring. $3.00. 
Attachments.- Wanted by the handyman, for 
‘Yankee” Spirals. Chuck and _ Drill-points. 
Countersink. Sockets, square and hexagon. 


“YANKEE TOOLS”... 


, “a 


1k f 


Have you in stock and on display the 
“Yankee” Tools the homeworkshop crafts- 
man is buying? Here is a partial list, with 


our nationally-advertised prices. 


Check 


your stock. Order from your jobber. Get 
your share of this fine tool business — 
take your profits on these good sales! 


, YANKEE” N° 1S c=) 


No. 15.—‘‘Yankee”’ Ratchet Screw-driver. Helps 
amateurs lick pesky little screws . . . starting 
them by thumb-turn and driving them home 
with ““Yankee” Ratchet. Blade, #%” ; six lengths, 
2” to 8”. Advertised at 70¢ up. 

No. 10.—For larger screws. Price, 65¢ up. 

No. 11.—Ratchet Shifter moves across tool. 


—— 


= = — —— 
YANKEE N° 90 Soe 


No. 90.—Husky PLAIN screw-driver for any 
job. Fifteen sizes: 1%” to 30” blades. 
“Yankee” balance and comfort-grip handle add 
pleasure to work. Tested blades. Can’t loosen. 
Won’t twist, crack, break, or bend on the edge. 
Advertised at 35¢ to $2.75. 


No. 95.—Cabinet Style, (slender blade). Eleven 
sizes: 2%” to 1514” blades. The craftsman’s 
favorite screw-driver for fine work. 35¢ to $1.00. 


“YANKEE N® 41 


No. 41.—‘‘Yankee’”’ Standard Push Drill. Choice 
of mechanics everywhere. Advertised at $2.60. 
No. 44.—A push drill with ADJUSTABLE 
TENSION .. . to give just the right pressure 
for hard or soft wood, large or small drills, 
and save drills. Advertised Price, $3.15. 
“Yankee” Tested Drill-points, eight sizes: 1, 
to 4}”, with each tool. 


” 


No. 2100.—-Bit Brace 

by “YANKEE.” Ad 

vertised Price, (10”), 

$9.45. DISPLAY IT! 

and let this superfine 

tool build rep- 

utation and 

trade for you 

with hobbyists and all others who get a “kick” 
out of ownership of fine hand tools. 


No. 1435.—Puts expert skill into any man’s 
hands. TWO SPEEDS—fast to slow, for easy 
drilling through. Length, 11”. Three-jaw 
chuck; 4”. Advertised Price, $4.50. 


North Bros. Mfg. Co., Philadelphia, Pa., U.S. A. 
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“YANKEE™N® 1550 
No. 1530.—-Here is ingenuity aplenty to interest 
tool lovers . . . and speedy, sure help for hole- 
drillers in tight places! Five adjustments, 
including ‘‘Yankee’”’ Double Ratchet, all in a 
10%” hand drill. Three-jaw; 4”. Advertised 
Price, $5.25. 


No. 1555. — Aids amateur with 

“feel’”’ of the work. Gives control 

of a drilling job every instant and 
down to smallest fraction of a revolution. Two 
speeds. Five ‘‘Yankee’”’ Ratchet adjustments. 
Length, 17”. Three-jaw chuck; %” capacity. 
Advertised Price, $11.00. 
No. 1545.—Hand Drill—same ingenious ratchet 
features—three-jaw chuck ; %” capacity. $10.00. 


No. 990.—‘‘Yankee”’ 
Vise. Without Swivel 
Base. Accurately 
machined to support 
work squarely on 
face plates. Holds ir- 
regular shapes, tapered, round. Removable 
swivel jaw. Jaw width, 2%”. Advertised Price, 
80. 


No. 1993.—Just the 

Vise for the home- 

workshop. Squared 

all sides. Swivel 

Base. More than 

that! REMOVABLE 

from base—for work 

anywhere the han- 

dyman pleases, on 

: the bench — at the 

drill press--Shop, home, garage. Advertised 

Price, (3\%” open) $9.90. Smaller and 
larger sizes, $3.75 up. 


‘*Yankee’’ Vise 
Clamp. Attaches 
vise to face plate. 
Made for use only 
with ““Yankee”’ Vises 
No. 992, No. 1992, 
No. 993, No. 1993. 
Assures rigidity and 
accuracy, for drill- 
ing and machining 
operations. Adver- 
tised Price. 

No. 2992, $1.35. 

No. 2993, $1.80. 
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RIVETS may be small in size— but 
their job is a BIG one—recommend 


and sell the BEST 










The BEST tubular rivets cost so little that it ceases 


to be a worthwhile economy to gamble with their 







quality. A saving in cost usually means a sacrifice in 


efficiency! Rivets made by TUBULAR RIVET & : 
STUD COMPANY are true to gauge, thoroughly : 
dependable and 100% usable. TR &S RIVETS are 


made to standard — not to a price. It's to your own 












advantage to recommend and sell only the BEST! 


TUBULAR RIVET & STUD COMPANY 
BOSTON + + + MASSACHUSETTS 





The largest factory in the world devoted to the 
manufacture of Tubular and Split Rivets 
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Florence Table Top and Console Oil Ranges each 
have paneled front and built-in tanks; are fully por- 
celained in white or modern colors. 











’ ve” ROBES 3 PER oo 





She bought CF a FLORENCE Oil Range 


What do women want in an oil range? We made a nation-wide survey among thousands of 
new customers. We asked, ‘What features appealed to you most?” And out of their answers we 


built the Florence 1-2-3 Plan: 


T Better Looking: Beauty, style, color were outstanding, show- 
° ing that eye appeal is your best salesman. 


2 Better Cooking: The large insulated oven, the powerful 

® focused heat burners, were features of universal appeal, 

showing that prospects are interested in knowing how the 
stove works and what it will do. 


3 Less Work: Convenience, cleanliness, ease of operation— 

© these advantages you can point out profitably in porcelain 
enameled surfaces, rounded corners and edges, wickless 
kerosene burners. 


The 1-2-3 are plus features in Florence, a complete line of oil 
ranges backed by 65 years’ experience, endorsed by leading testing 
laboratories, accepted in millions of homes. National Advertising, 
localized for you in beautiful new window trim, direct mail, ad- 
cuts, and sales aids will make “1-2-3-SOLD!”’ a profit builder for 


you in 1937. 
7 R a: ie 


: 
OIL RANGES - GAS RANGES - HEATERS - RANGE BURNERS 
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Florence De Luxe Gas Range with cooking 
top at each end, fully porcelained in white. 
All modern features. Leader in a splendid 
line of gas ranges, affording a model for 
every need and pocketbook. 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; Western 
Offices and Plant, Kankakee, Ill.; Sales Offices: Mer- 
chandise Mart, Chicago; New York, Boston, 
Atlanta, Dallas, Detroit and San Francisco. 
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The STOVES of the YEAR | 


te NEW 1937 
Coleman 


Ranges 


INSTANT GAS FROM GASOLINE 











In our new 1937 Line, we present the finest Coleman 
Ranges ever made—they are leaders in their field! 



















They are leaders in appearance ... with sparkling new 
beauty in style...in design and in bright porcelain -enamel 
finishes, white predominating. 


They are leaders in performance. To the many famous 
Coleman Cooking conveniences and operating features have 
ccna till nities ie tail been added new refinements and improvements that decisively 
in Ivory and Sun Tan Pearl-Shell porcelain enamel. establish Coleman Ranges as the stoves of the year! 


pe RE LY 


They are leaders in Sales! Coleman Ranges have an estab- 
MG, lished market; a growing demand, a record of steadily increasing E 
sales year after year. Each model is a real bargain. 


All indications point to 1937 as the greatest of all Coleman 
— years. It will be a great year for Coleman Franchise 
Dealers. 


Acceptable dealers will find an opportunity to develop in 
their own territory an expanding volume of sales with this 
profit-building stove line. If you are not now a Coleman 
Dealer, write or wire at once for our 1937 Coleman Safety 
Range Franchise for your territory. 


SEE THESE REMARKABLE NEW RANGES 
AT LEADING HARDWARE SHOWS! 


953D—Modern tour-burner low-oven range at a 7 
popular price. Finished in white porcelain enamel. 


THE COLEMAN LAMP AND STOVE COMPANY 


WICHITA, KANSAS; CHICAGO, ILL.; PHILADELPHIA, PA.; LOS ANGELES, CALIF.; TORONTO, CANADA 
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ABRASIVE 4m Pp 
S ae RODUCTS 


OOL sales are definitely on the up. Manufacturers are 
busier now than in years. Building projects are employing 
more men. Home workshop fans are on the increase. Every- 
body is buying more equipment and supplies. 
All this means an increased demand for Carborundum Brand 
Abrasive Products, for sharpening stones, coated abrasives, 
and grinding wheels. But remember to pair up four sales if 
you want the maximum profit. A Carborundum Brand Silicon 
Carbide Sharpening Stone with the chisels, plane bits, and 
other edge tools you sell. And sanding sheets, discs, belts when 
you sell paints, painting supplies, or craftsmen’s equipment. 
The attractive displays illustrated at right will 
help you pair up your sales by calling the atten- 
f tion of your customers to Carborundum Brand 
Silicon Carbide Sharpening Stones. They are 


Tu . . 
sonunpua free with an order for a special assortment of 


CARBORUNDUM 
BAN! . 
omdine stones. Use them to complete your display of 
7:30 P.M., EST. . . 
Coumbia Cesin == tools. Order now from your jobber or direct. 


THE 












@ The No. 767 Assort- 
ment and display. 
Includes one dozen 
most popular Carbo- 
rundum Brand Sili- 
con Carbide Sharpen- 
ing Stones. Send for 
details. -( LEFT ) 





Mb 
















@ The No. 384 Assortment 
and display. Includes one- 
half dozen fast selling Carbo- 
rundum Brand Silicon Car- 
bide Sharpening Stones. Send 
for details. (RIGHT) 





CARBORUNDUM COMPANY 


S.PAT. OFF 


Niagara Falls, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Grand Rapids. 


( Carborundum is a registered trade-mark of The Carborundum Company ) 
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~ BUILT LIKE A 


aC ‘ < Se rays ttery 


Below is shown the protecting 
armor that shields the all-im- 
portant air-tight wax 
seal. That’s why all 
(oy ahd at Mor-¥ 0 —B—3<-y 0) of-Tol 
up power is pre- 
served by double 
protection. Ray-O- 
Vac offers more 
hours of full power 
light. 


Look for the Date 


The INTRODUCTORY 
OFFER 


The dispenser dis- 
play at the left, complete 
with 48 cells brings you 
$4.80 retail, cost to you 
$3.12; your profit $1.68. 


Order from your jobber. 
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Announcing for 1937... ; ... «»: 


complete line of GMC trucks . . . Advanced stream-styling that sets a new 
standard . . . New Cab-Over-Engine models ranging in capacity up to 12 
tons and including the lowest priced 1 ton of this type now offered . . . New 
%-tons in both 126-inch and 112-inch wheelbases, the latter priced at only *395, 


chassis f. o. b. Pontiac .. . Improvements and refinements throughout the 


entire line . . . In every capacity range an exceptional value. 9 - 


CHASBIS Fr. o. B. PONTIAC 


Time payments through our own Y.M.A.C, Plan at lowest available rates 


GENERAL MOTORS TRUCKS € TRAILERS 


GENERAL MOTORS TRUCK & COACH 
DIVISION OF 
YELLOW TRUCK & COACH MANUFACTURING COMPANY, PONTIAC, MICHIGAN 


JANUARY 14, 1937 


THE FIRST IN A SERIES OF INTERESTING WINDOW TREATMENTS... 
ARCHITECT . . . FREDERICK SOLDWEDEL 


These qualities distinguish Pennvernon Window Glass: 
Unusual freedom from flaws and surface distortions. Clarity. 
Brilliant surface finish on both sides of the sheet. Accurate 
reflectivity. And close-knit, abrasion-resistant surface tex- 
ture. That’s why Pennvernon Windows are better windows. 


Fist PITTS BURGH, 
PLATE GLASS COMPANY 
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CASH IN ON THE DEMAND FOR 
l-E-S BETTER SIGHT LAMPS 





With the Light Meter you can measure light and 
show your customers that I. E. S. Better Sight 
Lamps give more light than ordinary lamps. 


Now you can sell I. E. S. Better 
Sight Lamps to every home in 
your neighborhood. There are 
styles to fit every pocketbook. 
Children need them for study. 
Older people need them for read- 
ing, sewing, playing games. Homes 
that already have I. E. S. Better 
Sight Lamps can use more. In 


Playa winner. Tieup withI. E.S. Better Sight Lamps. 
Build your sales and profits with our new selling 
plan. The success of these lamps is making mer- 
chandising history. This fall factories worked night 
and day... and couldn’t keep up with their orders. 
Thousands of inquiries came in from all parts of 
the country. Retail stores reported record-breaking 
sales. Yet I. E.S. Better Sight Lamps are just be- 
ginning to go places. Millions of homes are still 
without ’em because there is no one to supply them. 


MARKET UNLIMITED .. . EVERYBODY NEEDS |-E-S LAMPS 


OVER 2,000,000 ALREADY SOLD... SALES SOARING 


CERT are A To 


“UN Anes 


es 
SPECIFICATIONS 





“Customers are asking 
for lamps with this tag.”’ 


your own neighborhood you can 
figure that 39 out of 40 opportu- 
nities for living room use alone are 
still unsupplied. Here is a great 
new market...and here is an easy 
way to enter it. New demonstra- 
tion kit sells super-lighting value 
of I. E.S. Better Sight Lamps in 
your store in as little as 30 seconds. 


NEW “SEEING IS BELIEVING’ PLAN PUTS YOU IN LAMP BUSINESS 


Now! We have a new program 
designed for you. It has a new 
sales appeal—a new factual 
demonstration that will enable 
you to go places in the lamp 
business. No experience neces- 
sary. The book tells all about it. 
Get your copy. 





BIG SPRING 
ADVERTISING CAMPAIGN 


20,000,000 advertisements will be 
used in the spring drive, starting 
in the Saturday Evening Post, 
Feb. 6th, and including McCall’s, 
Better Homes and Gardens, 
Parents, Time, House Beautiful, 
American Magazine, and Ameri- 
can Home. Stock I. E. S. Better 
Sight Lamps. Tie up with this 
advertising and make new profits. 
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Light Meter measures light just as your scales measure weight. 





Seeing is Believing 


The Light Meter is as easy to read as your scales—it shows 
conclusively that I. E.S, lamps give several times more 
light than ordinary lamps. With the new kit it makes the 
most convincing lamp selling demonstration ever devised. 


Every I.E.S. Better Sight Lamp Maker will show dem- 


onstration kits at the New York and Chi- 
cago Lamp Shows. See them. Also see 
the new floor, bridge, end tableand swivel 
models, as well as table models. Ask any 
1.E. 8. Better Sight Lamp Maker’s sales- 
men about this plan—or see the jobber 
who supplies you with MAZDA lamps. 





SEND FOR THIS BOOK 


It gives you all the facts on the 
new SEEING IS BELIEVING 
Plan—and tells you how you can 
make bigger sales and profits 
with I. E.S. Better Sight Lamps. 
It’s FREE. Send in coupon for 
yourcopy,andlistofI.E.S. Better 
Sight Lamp Makers. I. E. S. 
Better Sight Lamp Makers, 
2116 Keith Bldg., Cleveland, O. 

















1. E.S. BETTER SIGHT LAMP MAKERS HA I 
2116 Keith Bldg., Cleveland, Ohio ! 
Gentlemen: Please send a copy of “Seeing is i 
Believing.” I am interested in making bigger l 
profits with I. E. S. Better Sight Lamps. | 
Name | 
Firm | 
Address | 
City State 
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‘| get a true record 
of every transaction’ 


“MY NEW National Cash Register,” 
says Mr. L. P. Miller, owner of the 
Boulevard Hardware Co., Louisville, 
Ky., “gives me a true printed record 
of each transaction that takes place 
in my store. 

“I know from this printed record 
the amount of my cash sales, my 
charge business, money received on 


I ncn THESE FICURE 


— 


account, and the amount of all money 
paid out. In addition, the record 
tells me who handled each sale — so 
another means of preventing losses 
is assured. 

“I use the register-printed receipt 
as the basis of my protection against 
errors and losses. This serves two 
purposes: It enforces an accurate rec- 
ord of all cash taken in and all goods 
sold; and it prevents mistakes in add- 
ing items — for the register prints 
and adds all the items purchased by 
the customer. 

“I traded my old cash register for 
a modern National,” says Mr. Miller, 
“because the old one no longer 


“ational Cush 


DAYTON, 


answers the requirements of modern 
bookkeeping, and because I was con- 
vinced that the features of the new 
National System would pay me divi- 
dends. I am even more sold on the 
advantages of this up-to-date system 
than I was when I ordered it!” 

Why not protect your business 
against losses — and at the same time 
get the accurate records that will en- 
able you to operate most efficiently 
—with this same type of modern 
National Cash Register System? Our 
representative will be glad to explain 
its workings to you—and show you 
how it can increase your profits. Get 
in touch with him. 


Cash Registers * Typewriting-Bookkeeping Machines * Posting Machines * Bank-Bookkeeping Machines 


Check-Writing and Signing Machines * Analysis Machines * Postage Meter Machines * Correct Posture Chairs 
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New improved design makes this Griswold 
new American Damper better than ever 


OT satisfied even with the best, 

Griswold engineers have found a 
way to make Griswold dampers even 
better than ever, with a new im- 
proved design. That’s the American 
Way of Progress. 


Exclusive new features make the new 
Griswold Damper easiest to install 
. . . both time and trouble saving. 
Any good stove or furnace man knows 
it pays to buy the best, because the 
best is cheapest in the long run. That’s 
why they insist on America’s most 


popular, most reliable and fastest 
selling damper. They find that a very 
small difference in price means a 
very great difference in quality and 
satisfaction. 


WRITE TODAY for further details 
and prices about the world’s most 
complete line of dampers. Regular 
size 3” to 7”. Furnace, 8” to 18”. Oval, 
4” to 8”. Advance orders indicate a 
busy season ahead, so plan to order 
your season’s requirements early. 

Tue Grisworp Mre. Co., Erie, Pa. 


NEW AMERICAN 


The Original Steel Spindle 


REVERSIBLE DAMPER 
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AMAZING NEW FEATURES 
FOR EASIER INSTALLATION 


1 New improved design with hump on spindle 
that goes straight through pipe before spindle 
point enters opposite side of pipe. (No need to 
put hand inside of stove pipe while installing). 


2 Improved spindle slips easily and freely through 
improved reversible plate. 


3 A twist of the wrist and the hump on spindle 
drops into notch, insuring a positive lock. 


4 Patented hump guide on plate leads spindle 
hump into locking position without fail. 


New design reversible plate allows one-piece, 
non-breakable steel spindle to be easily inserted 
from either side. 


6 Size marked on both sides of plates, for added 
cony enience to user. 


7 Sharp point of spindle pierces any ordinary 
stove pipe, leaving a clean hole same size as 


spindle. 


8 New improved full tension spring with nickel 
finished ferrules, not affected by heat. 


9  Ferrules and spring do not fall off spindle while 
assembling . . . a useful time-and-temper- 


saving feature. 











with this 
NATIONALLY ADVERTISED 
QUALITY LINE 


You may already sell and install water systems or you 
may be contemplating doing so in the near future. In 
either case, start the New Year right by placing your exclu- 
sive efforts behind the Myers Line with dependable units 
to meet any capacity requirement. 


Leaders in attractive designs. Outstanding for perform- 
ance values. First in customer preference. Favorable 
prices for satisfactory profits protected by a Sound Sales 
Policy through legitimate trade channels. Take advantage 
of the exceptional sales values this nationally advertised, 
precision built line offers and cash in on increased business 
and profits during 1937. 


AIR CONDITIONING 


During summer, cold water from well or other source for air con- 
ditioning of homes or other buildings is practical and economical. 
Our Engineering Department will welcome the opportunity to tell you 
more about it. Ask for information. 


Catalog on request. 


nt F.E.MYERS & BRO.¢o 


ASHLAND, OHIO. 


PUMPS-— WATER SYSTEMS -HAY TOOLS -DOOR HANGERS 











FIG,2872 


MYERS WATER SYSTEMS 
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YOU CAN MAKE WITH THIS STANLEY 
DISPLAY MATERIAL. 


Make your store “Headquarters for Good Tools.” 
Only Stanley can offer you such a complete selling display 
including large display piece, sales tested merchandise 


displays, attractive eye-catching booklets. 


Act now! Your jobber has all the material. Or, send 


coupon below for complete information. 


STANLEY TOOLS © 


New Britain, Conn. 


1 14.37 


Stanley Tools, Name. : : 
New Britain, Conn. (Please print name) 


Send complete story showing how we can make our Address... 


store “Headquarters for Good Tools.” 
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Completely Equipped 
with COLUMBIAN 


ACE Setters in the important business of trawling . . . pioneers in design 
and equipment . . . these new 40 Fathom “Super Trawlers” of the Bay 
State Fishing Company hold the spotlight of interest in the fishing world. 


Every foot of rope used on these three new trawlers is Columbian, chosen 
because it has proved itself to be a thoroughly dependable rope, both to the 
owners of these trawlers and to their builders, the Bath Iron Works. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
AUBURN, “The Cordage City.” N. Y. 


smraaROP F 
PUREMANILA 
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“Mrs. AMERICA, what do you want to buy next for your 
home?” That was the question. And the thousands of answers 
prove that two women out of three are considering one of the 
four appliances sold by Norge dealers—refrigerator, range, 
washer, or ironer. 

Further questioning as to makes of appliances preferred 
proves that Norge is among the leaders in all four appliances. 

Women want new appliances. They want Norge appli- 
ances. Survey figures prove it—and Norge dealer sa/es figures 
prove it again. Write for details about Norge appliances and 
about the aggressive Norge advertising and sales promotion 
program for 1937. 

Norge heating and air-conditioning equipment, featuring the 


Norge Fine-Air Conditioning Furnace, sets new standards of 
efficiency and low cost of operation. Get the facts. 


NORGE DIVISION Borg-Warner Corporation, Detroit, Michigan 


ROLLATOR REFRIGERATION 
WHIRLATOR OIL BURNERS * 


(Domestic and Commercial) e 


FINE-AIR FURNACES e COAL STOKERS 
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GAS AND ELECTRIC RANGES e 


’ 
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ROLLATOR* COMPRESSOR 
Exclusive Norge 3-moving- 
parts cold-making mechan- 
ism, employs smooth, easy, 
rolling power. Re- 
sult— more cold for 
the current used. 





* REG. U. S. PAT. OFF. 





‘ASK FOR DETAILS 
ABOUT THE NORGE 


10-YEAR 
)\ WARRANTY /, 


OW ROLLA 
Compncssio) 





nT 


NORGE 


Plus Uilue & 


HOME APPLIANCES 


Every sale of a Norge Home Appliance is the first 
step toward another sale—and another profit. More- 
over, each Norge appliance has vital distinctions— 
major selling points—that make it easier to sell. 
Year after year sees the Norge franchise a more 
valuable one. And 1937 promises to be the biggest 
year of all—by a wide margin. Liberal finance plans 


make it easy to be a Norge dealer. Get the facts. 
AP-2 

WASHERS AND IRONERS « GAS BURNERS 

CIRCULATOR ROOM HEATERS 





° AIR CONDITIONING © 
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THE HAMMER WITH A 
GREAT SALES APPEAL 


HE Cheney Nailer—the hammer 

that holds the nail—has an irre- . 
sistible sales appeal. The nail hold- 
ing feature attracts every home 
owner, amateur and professional me- 
chanic, instantly. Take full advan- 
tage of this real sales appeal. Display 





a Cheney Nailer, along with the 
Cheney Sales Maker, a live sales- 
demonstrator, that we'll send you on 
your order, and you'll sell more ham- 
mers than ever before. Let your cus- 
tomers try the Cheney Nailer—the 
hammer that does more—just once 
and they'll buy. 


A FULL LINE OF HAMMERS 


HENRY CHENEY HAMMER CORP. 


Factory 
LITTLE FALLS, N. Y. 
302 Broadway Sales Office | New York, N. Y. 


WARNING ! =r 


foe SHOVELS - HOES and RAKES 
PIED-PIPER-COUNTRY GENTLEMAN 
ance GROUND HOG - BRANDS 


CATALOG fot Cpreater Profits WITHOUT SENDING 
THE HAMLIN METAL PRODUCTS CO. 


AKRON , OHIO. 
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APPEARANCE FAIRLY SHOUTS QUALITY 


The shiny lustre of bethanized fence makes an instant hit. This excellent 
appearance not only provides strong sales appeal in itself but also paves the 
way for the story of outstanding superiority that means big savings to the 
farmer. A roll of bethanized fence in the store window is like a powerful 
magnet in the way it draws fence-buying prospects into the store. 








PERFECT COATING AT WRAPS EASILY SEEN 


One of the most important features of the electrically-applied bethanized 
coating is its ability to stand severe bending without damage. That’s because 
it is so tight and ductile as to be practically a part of the wire itself. This 
means that bethanized fence has the same perfect protection at the wrap 
joints as on the straight wire. There’s no cracking, flaking or other weakening 











of the zinc coating from bending in weaving. 


UNIFORM THICKNESS A STRONG TALKING POINT 


Any customer will readily understand that if a zinc coating is thinner at some 
places than others it can’t be effective any longer than the thin places last, 
just as a chain is no stronger than its weakest link. The bethanized coating, 
put on by electricity, can’t help but be uniform in thickness. It provides the 
same heavy armor against the weather at all points — the maximum pro- 
tective value that the weight of zinc carried is capable of providing. 











HIGH PURITY OF ZINC FINAL ASSURANCE OF DURABILITY 


; Contributing most of all to bethanized fence superiority is the high purity of 
ya, /// //, the zinc coating — 99.99 per cent. Zinc of that purity is like a different metal, 
; compared to ordinary zinc coatings. It can withstand the most vicious at- 
/ A777 tacks by weather and the sulphur gases in the atmosphere — among the 
/ worst enemies of zinc coatings. Literature on bethanized fence describes a 
test that conclusively proves the superiority of the bethanized coating. 











Bethanized fence is made in the fol- —_— All bethanized fence is woven from 
lowing a head wire made of true copper-bearing 
BETHANIZED FARM FENCE bd . + 
BETHANIZED CHICK FENCE steel, containing from 0.20 to 0.30 
BETHANIZED LAWN FENCE per cent copper. 





BETHLEHEM STEEL COMPANY 


GENERAL OFFICES: BETHLEHEM, PA. 
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Sherwin-Williams paint stock of George H. 
Albright, Harrisburg, Pa. 





“| AM PROUD OF THE FACT THAT THE PAINTS 
IN MY STORE ARE SECOND TO NONE...” 


says George H. Albright, Harrisburg, Pa. 


Anyone will admit that a hardware dealer 
with eighteen years’ experience in handling 
a line of-paint in an up-and-coming city is 
worth listening to! 

Here’s what George H. Albright, whole- 
sale and retail hardware dealer of Harris- 
burg, Pa., says about Sherwin-Williams 
paints: 

"T have handled Sherwin-Williams paints 
for nearly eighteen years. During that time 
I have found your company gives me not 
only a comprehensive list of materials of 
first quality, but also the service and help in 
advertising that makes these materials one 
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of the most profitable lines in my entire 
business. 

“The Sherwin-Williams Company, as I see 
it, stands for good honest quality in its ma- 
terials coupled with an advertising set-up 
that can't be beaten. I am proud of the fact 
that the paints in ml store are second to 
none...” 

What the Sherwin-Williams Authorized 
Dealership does for Mr. Albright, it can do 
for you. For full information get in touch 
with The Sherwin-Williams Company — 
offices in all principal cities, or at headquar- 
ters, Cleveland, Ohio. 





| 
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Here is a matched line that sells in sets .. . America’s number 
one color combination. Glistening white with chromium plated 
covers, light blue trim and bakelite knobs. It's a perfectly planned 
line. Nothing has been spared to make it the world’s biggest SANITARY 
bargain in beauty. ... This ware is all triple coated genuine ° 2a 
"S Star’’ Quality, our medium grade and the biggest value in 

triple coated ware we have ever offered ... Act now and get 

this beautiful drip coffee maker free. Pee eee 


Ask Your Jobber’s Salesman 
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“BETTER GIVE ME ONE 
OF THESE IRWIN M-C 544 
DRIVERS.. IT'S JUST WHAT 
I'VE BEEN LOOKING FOR ” 











“He Came In for Other Things 
But This IRWIN Display of 13 
Assorted Screw Drivers Sold Him” 


“It’s the best screw driver display I’ve ever had.” 
‘“T’ve increased my screw driver sales about 50%.”’ 
“That display saves me plenty of time and does 
a real selling job.’’ These statements and many 
more like them are from dealers who have tested 
this new Irwin MS3 Screw Driver Display and 
vouch for its ‘extra’ sales and ‘“‘extra’’ profits. 





gi Se ea 





The display consists of 13 assorted drivers, all 
different in style and size and ranging in price 
from 8c to 75c. Every customer who comes into 
your store is a prospect because he is attracted to 
this colorful board and the wide selection of 
drivers it holds. One look at the board and his 
SS attention centers on a particular driver that he 
has always needed. Whether it’s a pocket clasp 
driver or one for heavy duty factory work, this 
Irwin MS3 Screw Driver Display has it and will 


Irwin MS3: Consists of 13 fast selling drivers sell him. 

—prices range from 8c to 75c—a kind and size , : ; 
for every purpose—drivers are numbered and You can’t afford to be without this profit making 
priced and can be removed with ease. Dis- display. Ask your jobber for the Irwin MS3 
play is colorful and occupies but very little Screw Driver Display. Put it to work imme- 
SOE RE ES ee ee diately, then watch your 1937 Screw Driver sales 


pass all previous records. 


THE IRWIN AUGER BIT COMPANY, Wilmington, Ohio 


This Ad prepared by Fischer & Bambrick, Inc., Dayton, Ohio 
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CONGRATULATIONS:— 


It is reassuring and refreshing 
to note the attitude taken by the 
paint industry in observing the 
spirit as well as the letter-of the 
Robinson-Patman Law. In recent 
weeks outstanding leaders in the 
paint producing field have gone 
on record with specific sales poli- 
cies. These policies recognize the 
benefits which legitimate business 
may gain from adherence to the 
simple fundamentals of this legis- 
lation. Such commendable action 
is in decided contrast to the shout- 
ing heard from lawyers, college 
professors, some manufacturers 
and chain store operators who 
object to any procedure which 
threatens to take away the “stack- 
ed cards” in the competitive situa- 
tion. Compare such public com- 
ments as printed almost daily in 
the newspapers with the thought 
expressed by George A. Martin, 
President of Sherwin - Williams 
Co., Cleveland, Ohio, as publish- 
ed in our last issue. (See H. A. 


Dec. 31, 1936, Page 39). 


SAYS MR. MARTIN:— 


In part Mr. Martin said: 
“Much of the worry about the 
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Patman bill, I think, can be en- 
tirely eliminated. I have tried to 
keep free from legal advice and 
legal talent, because I think we, 
as merchants and manufacturers 
should know what merchandising 
and manufacturing means for a 
profit. I do not think the coun- 
sels and attorneys are qualified to 
tell us about it. If we believe 
and we know, and intend to be 
honest with ourselves and with 
our competitors, we are the fel- 
lows to do the job . . . there are 
many tricks in the trade which 
must be eliminated, and which 
will be eliminated under the Pat- 
man law. I also believe we should 
level our price for the small man, 
to give him a chance.” Mr. Mar- 
tin’s views coincide with our own 
views and with a legal opinion ex- 
pressed by Felix H. Levy in this 
publication last summer. (See 
H. A. July 30, 1936, Page 16). He 
said “. . . a safe guide ought to 
be an honest and sincere study 
of any existing problems so as 
to determine whether as a matter 
of sound good sense, any policy 
under consideration does in true 
substance and fact amount to a 
hurtful and injurious discrimina- 
tion, not supported by sound busi- 


ness principles and business 
morality.” There you have it in 
a nutshell, well expressed by two 
sincere and competent men. 


“BUBBLE BURSTER’— 


Figuratively speaking, Raphael 
Blair thrust a lighted cigarette 
into a balloon in his brief but im- 
portant testimony at the Robin- 
son-Patman hearings in Chicago 
last month. As reported in our 
last issue, Mr. Blair exploded a 
myth about mail order purchas- 
ing methods that should interest 
every distributor of hardware and 
greatly embarrass several manu- 
facturers. He is a buyer for Mont- 
gomery Ward & Company. As an 
expert witness for Respondent 
Ward (in its joint rebuttal with 
Bird of Walpole, Mass., under a 
complaint of alleged violation of 
the Patman Law) Mr. Blair de- 
nied that Ward’s Headquarters at 
Chicago placed huge orders, and 
received goods in one huge ship- 
ment on merchandise that is sold 
in the company’s nine branch 
mail order houses and/or its 540 
(approximately) retail stores 
throughout the country. He said 
Chicago buyers investigate goods, 
and advise all branch houses and 
stores of available patterns or 
sizes and available prices—but 
that each"branch mail order house 
and each of the more than 500 re- 
tail stores places its own indi- 
vidual orders, pays its own bills 
and receives its own individual 
shipments of purchased goods. He 
said this method has been in force 
for more than two years and that 
only in cases of distressed mer- 
chandise do the retail stores or 
branch houses supply each other 
with goods. He was speaking 
specifically of floor coverings but 
implied that this was general 
practice with the company. 


ONLY A MYTH- 


After hearing Mr. Blair’s testi- 
mony I realized that many ex- 
cuses for better prices to mail or- 
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SIDE GLANCES... 


are out, Mr. Dealer. You want to stop that crowd in front of your 
window. Here’s your answer ... ATKINS 80th ANNIVERSARY HACKSAW 
MERCHANDISING DISPLAY. Brilliant ... smart... outstanding values... 


good profit for you. 


Costs only $19.29 — Your Profit $10.91 
Merchandiser FREE 


Sensible Buying ... Minimum Stock 
Sound Merchandising Quick Turnover 
Brilliant Display .... .Dealer Profit 
will do more for you in 1937 than anything ever before offered you. They're 
ready .. . Order from your jobber. 


410 SOUTH ILLINOIS STREET 
INDIANA 


E. C. ATKINS AND COMPANY AMA 


f\ "Pan, we 


INDIANAPOLIS * 





“ATKINS ALWAYS AHEAD” 


ATKINS Siler Steel SAWS 


A FAMILY OF CHAMPIONS 
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der buyers were basically untrue. 
Apparently they don’t buy in one 
single order a gigantic shipment 
of goods consigned to one point 
thus saving the producer large 
sums of selling costs money which 
he must spend in handling his 
regular wholesaler - retailer dis- 
tribution. If, as Mr. Blair sug- 
gests, a manufacturer selling all 
of Ward’s retail outlets (mail or- 
der and retail stores) must: ob- 
tain more than 500 individual or- 
ders; pack the same number of 
individual shipments; make that 
number of individual shipments; 
invoice that number of ship- 
ments; enter all these orders and 
shipments on his records and then 
make more than 500 collections— 
the much shouted economies in 
handling orders for such “big 
buyers” is greatly over-empha- 
sized. The economies claimed may 
be only a myth. There are less 
than 500 regular wholesale hard- 
ware distributors in this country. 
Surely their individual purchases 
and shipments would compare 
favorably with individual orders 
and shipments to any of the more 
than 500 Ward retail stores. Col- 
lectively the purchases of whole- 
salers must be much greater than 
the collective purchases of any 
mail order or chain system—in 
the lines that are basically hard- 
ware store merchandise. So if 
there is to be a preferential price 
to either group it would seem 
economically sane to make this 
better price in favor of the hard- 
ware wholesaler. 


“HULLABALOO?’- 


In a recent issue of American 
Business is an article entitled 
“The Hullabaloo About Coopera- 
tives.” It is critical of those who 
have opposed the Consumer Co- 
operative movement. It declares 
that “Coops” like the chains may 
force more efficient methods in 
general retailing and says that the 
efficient retailer will survive de- 
spite any growth of the “Coop” 
movement. The last point I will 
concede but I still protest against 
any form of government subsidy 
—either financial or in the or- 
ganization work by government 
agents — on the premise that 
monies collected from “profit- 
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system” distributors of merchan- 
dise should not be diverted into 
plans which tend to eliminate 
such taxpayers. The right of con- 
sumers to organize for any and 
all purposes is unquestioned. But 
if they propose to do for them- 
selves what retailers now do for 
them at low cost, in proportion to 
the services demanded, such con- 
sumer groups should do their own 
financing, their own organizing, 
their own research work, and send 
their own commissions to Europe 
to study such activities. And if 
that protest is “hullabaloo” then 
I am a charter member of the 
“Hullabaloo Club” and there are 
thousands of hardware men who 
hold like membership in the same 
fraternity. 


HEADLINES- 


Carelessly the daily newspapers 
consider any statement sponsored 
by the National Retail Dry Goods 
Association as an expression of 
the united retail opinion of the 
nation. Such headlines as “Na- 
tion’s Retailers Propose New 
NRA” or “America’s Merchants 
Desire Hours, Wages Code” or 
“Retailers Generally Oppose Pat- 
man Law” and “Nation’s Retail- 
ers Oppose Fair Trade Laws” are 
definitely inaccurate or at least 
gross exaggerations of the true 
situation. The NRDGA speaks 
only for organized department 
stores which numerically are a 
small minority when it comes to 
retail votes—on the basis of a 
vote to a store. In sales volume 
such stores are admittedly strong 
and well organized. The secondary 
headlines of such newspaper 
stories are equally as misleading. 
They often imply that a wide- 
spread survey among all retailers 
indicates spirited opposition or 
support for this or that legislative 
development. If you read the en- 
tire story you learn that the opin- 
ion, screamed at the public in the 
headlines, represents a cross-sec- 
tion view obtained among depart- 
ment store members of the 
NRDGA. Invariably any move 
that is made by this group is con- 
trary to the best interests of small 
independent merchants. In _ the 
competitive picture the depart- 
ment store must be classified with 


chains and mail order firms. They 
offer equally as stiff price compe- 
tition. The more articulate the 
protest against the Patman law, 
fair trade laws, etc., from any of 
these three competitors, the more 
certain I become that these are 
a necessary legislative protection 
for independent hardware men. 


HOURS & WAGES-— 
At the same time the NRDGA’s 


proposal of voluntary agreements 
among all retailers for uniform 
maximum hours and minimum 
wages may be a necessary step in 
the near future. Federal legisla- 
tion establishing such conditions 
seems definitely in the offing, and 
unless retailer-employers take some 
steps to participate in such delib- 
erations the legislation will be 
written entirely by spokesmen for 
organized labor, as in the case of 
the late NRA labor clauses. The 
threat of unionization is felt very 
keenly among many department 
stores and chain groups but has 
not yet seriously affected the re- 
tail hardware trade. New York, 
Chicago, Akron, and Milwaukee 
hardware stores had a taste of 
unionization activities with picket- 
ing, etc., but nothing much came 
of it. The professional organizer 
found out that the average num- 
ber of employees per hardware 
store was not sufficient to promise 
substantial initiation fees or dues 
from which he necessarily must 
collect his own personal income. | 
But in department stores and 
chain systems the numbers are 
sufficiently large to be attractive 
for organization work. 


INCONSISTENCY-— 


There is something very incon- 
sistent about the buying attitude 
of the labor union member and 
his family. In every industrial sec- 
tion, pay day is the big sales day 
for chains and department stores, 
many of whom pay poor wages. 
Variety stores paying indecent 
starvation wages are widely sup- 
ported by the earnings of men 
who ardently proclaim their union 
affiliation and believe such or- 
ganization the basic method for 
improving living standards. I can 

(Continued on page 144) 
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The ski hut in the sport goods department of L. S. 
Winne & Co., Kingston, N. Y., responsible for much 
of the store’s increased volume and profit. 





AINLY through an unique 
M Ski Hut, which stimu- 

lated local interest in 
the sport, L. S. Winne & Co., 
hardware, Kingston, N. Y., will 
triple its sales of skis and skiing 
equipment. Its stock in that type 
L , , of merchandise will turn an aver- 
Kingston, N.Y, hardware firm triples _ age of three times during the four- 


month season, from the middle of 


its ski and skiing equipment sales November to the middle of March. 


Skiing equipment has been part 


by dramatizing sport goods COrner of the store’s winter sporting 


goods for the past two years and 
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although successful from the start, 
it’ remained for the Hut to bring 
this winter’s startling results. 

Benjamin J. Winne planned 
the Ski Hut early in June and 
with the aid of his employees, it 
was erected within a week. Real- 
istically patterned after a moun- 
tain hunting cabin, the Hut was 
built from slats and logs sup- 
plied by a nearby lumber yard. 
The chinks were stuffed with cot- 
ton to simulate snow and moss 
was used in spots to give the ap- 
pearance of age and weather. 

In operation the Hut is as a 
store within a store, selling every- 
thing a skier needs. There he 
may purchase anything from do- 
mestic or imported skis to ski 
suits, parkas, Angra waxes, ski 
poles, sealskins, climbing creep- 
ers, ski boots, heel springs, sole 
protectors, ski goggles, presses, 
all styles of ski bindings, Nor- 
wegian socks, ankle ties, ski 
gloves, ski caps, woolens, ski 


ay 
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gaters, snow shoes, toboggans, 
sleds, shoe skates, head bands, 
and boot hangers. 

In place of the cabin front are 
two large and well-lighted show 
cases. In these the smaller items 
are on display. On the cases are 
clothing racks for the gayly col- 
ored suits, caps, and woolens. 
Skis are contained in racks against 
the rear wall. Here, too, are 
open sliding shelves for packaged 
stocks. 


Better Grade Goods 


Much care goes into the selec- 
tion of the different items, for 
mediocre equipment will not 
stand up under the rough usage 
to which it is put. Mr. Winne 
personally attends to the buying. 
He places his orders early in 
June to assure prompt deliveries. 
Although the majority of lines 
purchased are imported quality 
stocks, the higher prices are no 
difficulty in selling this merchan- 
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dise for customers readily see 
its advantages. In those lines, 
too, he has no competition, his 
store being the only one in the 
vicinity selling quality equip- 
ment. 

Toward the end of January, 
Mr. Winne ceases to reorder de- 
pleted stocks. He seeks rather to 
move those items on hand so 
that at the end of the season he 
has no carry-overs, which would 
constitute dead stocks or losses. 

The Ski Hut is in complete 
charge of two young men, experi- 
enced skiers, who are in constant 
attendance. Skiing is an exacting 
sport and relatively new to a 
large number of people in this 
country and the ski salesmen 
must therefore be thoroughly fa- 
miliar with skiing so that he 
may advise his customers on the 
type of equipment they require. 
The wrong equipment may bring 
disastrous results to the skier and 

(Continued on page 124) 


% 


. i 7 tag si 
thos, (Te —_ op : s ? 
— ae “ is Pe eet} 


An attention-compelling window of sport goods by L. S. Winne & Co., Kingston, N. Y. 











Persistent outside sell- 





ing effort — Adequate 
facilities for prompt 
delivery service—Am- 


ple stock—the basis of 





success for Lawrence, 


Mass.., hardware firm. The store’s exterior appearance is imposing. 


Treats Go After—and Get 
the Mill Supply 

















In the basement mill supply department sturdy steel shelv- The store’s paint department carries a large and diversified 
ing is utilized for the stock of industrial merchandise. stock which is drawn upon for many industrial needs. 
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IGID adherence to three 
Rox policies has enabled 
the Treat Hardware Corp., 
Lawrence, Mass., to develop a 
very substantial volume of busi- 
ness in industrial supplies. The 
firm operates one of the largest 
and most complete general hard- 
ware stores in New England and 
ranks among the state’s leading 
establishments. Although Treat’s 
stock is greatly diversified, em- 
bracing in addition to hardware 
and allied lines much merchan- 
dise typical of a “hardware de- 
partment store,” the firm’s mill 
and factory volume is a highly 
important part of the business. 
The three closely followed pol- 
icies which have largely been 
responsible for Treat’s steadily 
increasing business in industrial 
supplies are: First — Persistent 
outside selling effort. Second— 
adequate facilities for prompt and 
accurate delivery service. Third 
—Maintaining an ample stock of 


Business 


items normally needed constantly, 
and keeping prices on a fairly 
competitive basis. 

In following the first policy 
Treat’s salesmen first lay the 
foundation for business relations 
by becoming well acquainted 
with the purchasing agents for 
nearby factories and industrial 
plants. The next step is to cul- 
tivate acquaintances among the 
master mechanics in the same 
factories and plants, as Treat’s 
have found that the latter are 
becoming increasingly important 
in determining brands, sizes, 
sources of supply, etc. 

In carrying out the second pol- 
icy the firm operates a fleet of 
delivery trucks. Some of these 
operate on a regular delivery 
schedule, which is clearly defined 
and explained to customers. Every 
possible effort is made to elimi- 
nate mistakes in deliveries; to 
have the delivered orders com- 
plete and accurate, and to have 
orders delivered at the promised 
time. 

In abiding by its third policy 
the firm carries a well rounded 
stock of the industrial supply 
items that are in consistent de- 
mand, on which prices are kept 
in line with existing competition. 
On the occasional, unusual items 
not generally in demand Treat’s 
have found that delivery can be 
delayed without complaints from 
their customers, who realize that 
the odd items which they seldom 


require are not sold frequently 
enough to justify the store’s in- 
vestment in stock and space. In 
such cases the firm must know 
where the desired items can be 
obtained on reasonably prompt 
or immediate shipment. 

Three men of the store’s staff 
of more than sixty employees de- 
vote time to factory selling. One 
man devotes all of his time to 
calling on factories and indus- 
trial plants within a thirty-mile 
radius. Another man is partially 
responsible for office work inci- 
dental to the factory trade, while 
the third man is a “pinch-hitter,” 
and phone salesman of factory 
supplies. A point is made to 
comply with individual demands 
for special service, and for such 
calls the “pinch-hitter” is usually 
available when the other two mill 
supply men are not accessible. 
The full-time mill supply man 
has a routine schedule which he 
follows about 90 per cent of the 
time, and this enables the phone 
girl to locate him after making 
three or four calls in the event 
of an emergency. 

A few years ago during the era 
of so many mergers some of the 
larger textile firms in Lawrence 
and vicinity formed large cor- 
porations and established head- 
quarters and buying offices in 
Boston or New York. This made 
it necessary for a member of the 
firm to make occasional New 
York and Boston trips for the 





One of Treat’s tool windows in which the Hardware Age In- 
terchangeable Window Display Fixtures are effectively used. 
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A section of the hardware department, where the displays 
are very attractive. 
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sole purpose of “keeping fences 
mended” and keeping the Treat 
name favorably before the minds 
of these important customers. 
While the major part of the sell- 
ing job is done locally through 
purchasing agents and master 
mechanics, the New York and 
Boston good will is important 
and must be retained. Similar 
problems have confronted stores 
in other areas where local pro- 
duction units are now corpora- 
tion controlled and head offices 
have been removed to the nearest 
large city. In such instances, the 
method Treat’s use to “keep in 
touch” with headquarters has al- 
ways been found to be advanta- 
geous. In the purchase of supplies 
the master mechanic is usually a 
vital factor as the purchasing 
agent, in most cases, respects his 
wishes and preferences, but for 
policy reasons he must be 
“reached” through the purchas- 
ing agent. 

In every district there are spe- 
cial problems incident to the 
particular kind of industries lo- 
cated in the vicinity. It has often 
been found that after such spe- 
cial requirements have been 
studied, the knowledge gained can 
often be used as the opening 
wedge in developing sizeable ac- 
counts. Lawrence, located about 
30 miles from Boston and having 
a population of 85,000 is very 
largely a _ textile center, and 
Treat’s caters to the textile in- 
dustries by having their special 
requirements in stock ready for 
immediate delivery. The endea- 
vor to meet the special needs of 


textile mills, etc., has created a 
great deal of valuable good will 
for the firm, as purchasing agents 


and master mechanics are thereby 


helped out of difficulties which 
would be expensive and trouble- 
some if there were no nearby 
source of supply for items abso- 
lutely essential to operations. 
Regardless of how serious an 
emergency may be Treat’s never 
pyramid prices and capitalize on 
a mill’s predicament. Instead, the 
firm has a regular price schedule, 
based on a fair margin, which 





A. E. JONES 


President 


applies and no advantage is ever 
taken of a breakdown or other 
emergency. This has given the 
firm a reputation for fair dealing 
that has proven to be a decided 
asset in cultivating the industrial 
market. 

Treat’s mill supply salesmen try 
to know as many men in each 
plant that have anything what- 
ever to do with purchases as is 


possible, since the firm has found 
that the more men the salesman 
is acquainted with in the plant— 
the better the chance of retaining 
the business. In this way occa- 
sional personnel changes in the 
plant do not adversely affect the 
store’s status. Salesmen make 
regular calls, visiting some plants 
once a week, others twice a week, 
and still others once or twice a 
month, depending on such cir- 
cumstances as the extent of the 
stock carried by the plant and its 
size. The firm feels that there 
could be no practical guide or 
formula for deciding how fre- 
quently the calls should be made, 
this being best determined by 
experience. 

The firm recommends that a 
follow-up system be used for the 
salesmen, to be governed by the 
number of men and the number 
of factories in the area. This 
system should be complete and 
list the normal and special re- 
quirements of industrial custom- 
ers. Such records have often been 
invaluable in getting additional 
business. Treat’s salesmen make 
daily reports on their calls, in- 
dicating who they saw, whether 
they obtained an order or not; 
outlining prospects for future 
business, and stating the best 
time for the next call. 

Phoned business has proven 
very important and _ profitable 
after the account has been de- 
veloped. After many years of 
steady personal calls the phoned 
trade now represents a substan- 
tial part of the total volume. Not 

(Continued on page 126) 
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In Seattle 


They Sell On Credit and Collect Cash 


Through the 


Retail Service Bureau 


By MURRAY C. FRENCH 


HETHER to have a 

\ \ strict cash sales policy 
or permit some folks to 

buy on a credit or deferred pay- 
ment basis has long puzzled hard- 
ware dealers. Some meet the 
problem of cash versus credit— 
to their own satisfaction—by in- 
sisting on cash for all transac- 
tions. Other dealers who have 
been too liberal in granting credit 
have met with disaster. Out in 

Seattle, Wash., the Retail Service 

Bureau, 217 Pine St., relieves re- 
tailers of the problems involved 
in credit and deferred payment 
sales. There are 1400 stores op- 
erating under the plan, of which 

161 are hardware and furniture 

stores. 

Under the Retail Service Bu- 

reau’s plan a contract is entered 
into between merchants and the 
bureau whereby the merchant 
gives unquestioned credit to all 
holders of RSB (Retail Service 
Bureau) purchase cards. The Bu- 
reau “cashes” the retailer’s sales 
invoices daily, at a discount that 
is probably less than the actual 
expense if the merchant carried 
the credit in the usual way. The 
Bureau does not change in any 
material way the essential relation 
between merchant and customer. 
With its specially trained staff 
it simply takes off the dealer’s 
shoulders the task for which few 
merchants are well equipped— 
that of granting credit properly 
and coliecting efficiently. 

The plan is attractive to the 
customer because she _ receives 
only one monthly statement direct 
from the Bureau. This covers all 
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her purchases, itemized according 
to the following classification: 
tax, foods, auto, apparel and mis- 
cellaneous. She writes only one 
check and can buy at any of the 
1400 RSB stores with no intro- 


duction other than her purchase 
card. 
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When sending her monthly 
check she can even pay any bills 
for other stores not operating 
under the RSB plan. The Bureau 
sends her a receipt and forwards 
the money to the proper concern. 
All bills are due on the tenth of 
the month and if not paid that 
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A single monthly statement ren- 
dered the customer by the Bureau 
covers all her purchases. 
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month carry a service charge of 
one per cent a month. 

The retailer does not neces- 
sarily have to run all his credits 
through the Bureau. But it stands 
to reason that if the Bureau is 
unwilling to assume the risk on 
an individual, then the retailer 
may well beware. Naturally those 
who hold RSB purchase cards 
are choice risks. There are about 
20,000 purchase card holders in 
Seattle. 

No individual retailer can tell 
when a customer is loading him- 
self up with too many obligations 
to other merchants. All this is an 
open book to the Bureau. Be- 
fore the customer gets himself 
into too deep water the Bureau 
stops credit extensions to him 
and then helps him work out his 
problems. 


Bureau’s Risk 


On ordinary open-account bus- 
iness the Bureau accepts the en- 
tire risk. On instalment business 
the merchant may arrange terms 
with the individual customer, then 
phone the Bureau for clearance. 
Here the risk is usually shared, 
but in all cases the Bureau tries 
to adjust its policies to the va- 
rious trade practices and to serve 
adequately every legitimate credit 
need. 

“In the case of purchase cards,” 
says Harold L. Blancher, director 
of public relations of the Bureau, 
“the Bureau assumes full respon- 
sibility. This is likewise true in 
much of the budget business. In 
some types of budget business 
the merchant assumes fifty per 
cent of the responsibility for 
losses, and in the long term con- 
tract the responsibility is entirely 
the merchant’s. 

“On instalment sales the terms 
vary with the type of merchan- 
dise. For instance, clothing is 
sold on a maximum of four 
months’ budget terms excepting 
on fur coats and larger units. The 
general average is six months’ 
time, while in larger permanent 
units of repossessible value such 
as furniture, radios, electrical ap- 
pliances, etc., we extend terms 
to 12 months. 

“We have not gone beyond 12 
months’ time because we have felt 
that we wanted to keep our re- 
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sources liquid so that we might 
properly serve the 30-day busi- 
ness and because we have felt 
that long-term financing was more 
of a straight finance business and 
the field there is quite generally 
covered at the present time.” 


Capital Requirements 


“It is obvious,” says Mr. Blan- 
cher, “that the capital require- 
ments are large. It is our belief 
that the minimum clearances nec- 
essary to make the operation 
self sustaining are $100,000 per 
month. It would therefore be 
necessary to have not less than 
a $50,000 capitalization and 
proper banking connections. In 
larger communities where the vol- 
ume of business is greater the 
capital necessary to carry on the 
function must be commensurately 
increased. , 

“It is our feeling that the or- 
ganization can function best when 
independently operated, that is, 
entirely free from merchant con- 


trol. It frees the agency of the 
possibility of control by indi- 
vidual groups of merchants which 
might militate against the full co- 
operation of competitive groups.” 

This unique system has, of 
course, attracted widespread at- 
tention, resulting in many in- 
quiries from Chambers of Com- 
merce, credit men and merchants. 
At the same time, there has been 
an insistent demand for expan- 
sion locally. 

“These inquiries have led us 
to develop a program whereby 
the system can be installed in 
other cities,” says Wells J. Hunt- 
ley, president of the Retail Ser- 
vice Bureau. “This would be 
accomplished through the cooper- 
ation of local capital, but it 
would be under the supervision 
of our staff. This procedure 
avoids the costly experiments and 
mistakes which naturally accom- 
pany such a venture, but which 
we have already encountered and 
overcome.” 





“Atkinson's Tool Show” 
Attracts 2000 


UCCESS with its tool show last 

year prompted ihe store of R. J. 
Atkinson, Inc., Ralph Ave. and 
Broadway, Brooklyn, N. Y., to hold 
a bigger and more elaborate two- 
day exhibition on the second floor 
of the store. “Atkinson’s Tool Show 
ran for two days—November 20 and 
21, from 1 to 10 p. m.—attracting 
2000 people, most of them from in- 
dustrial concerns. While attendance 
was about the same as at last year’s 
show, this year’s visitors were chiefly 
from a specially selected list of in- 
dustrial organizations. Invitations 
were sent to shop foremen and men 
actively interested in tools as part 
of their jobs. Sales were much bet- 
ter this year than during last year’s 
show and Russell and Sydney Atkin- 
son, who manage the store, feel that 
sales will result from the show for 
some months to come. 

This year instead of sending out 
2500 invitations, twice that number 
were mailed, many of the people 
being shop foremen and their help- 
ers, although homeworkshop fans 
were not neglected either. More 
than twenty manufacturers had rep- 
resentatives there to demonstrate 
their lines and tell visitors all about 
the different products and their use. 


All power tools were hooked up to 
electrical lines to enable actual 
working demonstrations of the vari- 
ous units. Visitors were asked to 
give their names, home and _ busi- 
ness addresses and their positions 
and company affiliations, on the 
backs of their admission tickets, to 
enable the store to have a larger 
mailing list. 

Daily, for two weeks prior to the 
show, radio announcements of the 
exhibition were broadcast over a 
New York City radio station. In 
addition to the invitations mailed 
by the store one manufacturer, 
whose line was being demonstrated, 
mailed out an additional 1000 in- 
vitations. 

In a Brooklyn weekly newspaper, 
The Chat, which published that 
week an Old Timers’ Number, At- 
kinson’s advertisement included a 
picture of the late R. J. Atkinson 
founder of the store and father of 
the present managers of the business 
together with a quotation from one 
of Mr. Atkinson’s writings entitled, 
“We Maintain a Good Reputation.” 
In the news columns of The Chat 
was a brief outline of the history of 
the Atkinson store which was 
founded in 1896. 


HARDWARE AGE 











we we /_-= — | , 


-- 


—_ & 




















A DEFECTIVE AXE will 
break as shown below by 
Figures 1, 2 and 4, or IF 
SOFT the edge will bend. 

Figure 3 represents SOUND 
BREAKS which are NO 
FAULT of the AXE or its 
MAKER, MISUSE of a GOOD 
Axe is the cause. DEALERS 
WILL ALLOW NO CLAIM 


STANCE FOR A BREAK OF 
THIS CHARACTER, 

This break may often be 
avoided by warming the axe 
before using on a very cold 





“a 

If an Axe breaks across or 
under the eye, and the poll is 
not _battered, the axe is prob- 
ably defective; but if the poll 
IS BATTERED it is safe to 
assume that the axe is not at 
fault. AXES ARE NOT DE- 
SIGNED OR INTENDED TO 
BE USED AS MAULS OR 
WEDGES, 




















entirely eliminate complaints 

on the condition of quality 
tools when those complaints are 
the direct result of improper care 
and improper use of tools, you 
will be doing well to educate 
your customers as to the proper 
means of keeping their quality 
tools in good order. Take a high 
grade axe as an example of a 
tool which, though in perfect con- 
dition, when it leaves the factory, 
may be quickly and totally ruined 
by improper treatment. 

Of abuse suffered by an axe 
an executive of a firm producing 
quality axes says, “We have an 
experienced lumberjack who dem- 
onstrates our axes in the woods, 
and for the last two or three 
years he has visited C.C.C. camps 
and instructed the boys on how 
to use an axe and how to care 
for it. This lumberjack can cut 
a log through in record time, and 
the axe will be perfectly sound 
after he has finished cutting, and 
then he can take the same axe, 
and with one glancing blow, 
break the blade. 

“Within the last year or two 
the axe manufacturers have re- 


[ you would cut down on or 
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Educate Your Customers On 


The Proper Care 
and Use of an Axe 


ceived more complaints and have 
had more axes returned as defec- 
tive than usual. I think all of 
the axe manufacturers are making 
better quality axes now than ever 
before in their history. The claim 
for replacement of axes which 
are not defective is very unfair, 
and is a hardship on both manu- 
facturer and jobber. We do not 
warrant axes, but we guarantee 
first quality axes to be free from 
flaws and of correct temper. 
“The only way we can account 
for the increased returns is the 
fact that in 1933, the C.C.C. 
camps were established, and sev- 
eral hundred thousand inexperi- 
enced young men were placed in 
these camps and were given axes 
to use. They had had no experi- 
ence in using an axe, that is, how 
to fell a tree, how to grind and 
sharpen their axes and how to 
hang them properly on the han- 
dle. In addition to the C.C.C. 


camps, the various states have 





employed a large number of men 
who have had no previous ex- 
perience. The finest axe that can 
be made, if struck a glancing 
blow into hard wood, will break.” 

Emphasizing that, “Axes are 
not designed or intended to be 
used as mauls or wedges,” the 
axe industry has issued a card 
to be used by dealers as a guide 
in making claims for broken axes. 
A pamphlet has also been issued 
by the manufacturers showing 
“How to Properly Grind and 
Care for An Axe.” Just a few 
of the hints are the suggestions 
that in cold weather an axe should 
be warmed slightly before using 
as “cold crystallizes steel. Any 
axe with frost in it is brittle and 
will break with a very slight 
blow.” In the same pamphlet, 
warning is included against the 
use of a high speed dry grinding 
wheel as “an axe ground on a 
dry wheel will surely be ruined.” 
Further, the suggestion is given 





An Axe is not intended for use as a WEDGE 
or as a MAUL. Anyone so using an axe auto- 
matically assumes responsibility for ruining it. 


fe) 


In Cold Weather warm the axe slightly before 
using. Cold crystallizes steel. 


Any axe with frost in it is brittle and will 
break with a very slight blow. 
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that grinding should be very slow 
and on a wheel kept very wet. 
The pamphlet says, “The temper 
of the very edge and possibly 
for a thirty-second or sixteenth 
of an inch back from the edge is 
EASILY drawn or MADE SOFT 
IN REGRINDING. The axes of 
all standard manufacturers are 
as THIN as they should be— 
proper gauge — when shipped 
from the factory. When re- 
grinding, start to grind from two 
to three inches back from the 
cutting edge and grind to about 
one-half inch from the edge. 
Work for fan-shape effect; leav- 
ing reinforcement at corners ade- 
quate for sufficient strength. 

“If an axe breaks across or 
under the eye, and the side of 
the axe is battered or the head 
is severely battered, or the handle 
has been wedged with a heavy 
iron wedge, the axe is probably 
not defective.” 

An illustration on the axe in- 


dustry’s educational card shows 
various types of breaks which will 
occur with defective axes as well 
as several types of breaks that 
will be found where misuse of a 
good axe has occurred. 

With the card giving data on 
the allowance of claims for axe 
replacement, are instructions and 
suggestions as to handling such 
claims. In part, the instructions 
to the dealer read: “When an 
apparently unjust claim is pre- 
sented, hand the card to the cus- 
tomer. Point out the last two 
paragraphs or any others which 
will fit his particular case. 

“The situation may be such 
that you could say to him, ‘That 
card tells the condition under 
which I buy my axes. Do you 
think I can get a replacement on 
yours?’ You may not be able 
to determine positively, what hap- 
pened to his axe, but he KNOWS. 

“As has been so truly said, 


‘EVERY RETURNED TOOL 


WHICH IS REPLACED, CAN- 
CELS A PROSPECTIVE NEW 
SALE’; establishes a precedent, 
and lays the dealer open to fur- 
ther loss in similar manner. Only 
3 per cent of the axes returned 
to factories show flaws or other 
faults which would entitle them 
to credit from the manufacturer. 
Of course, credit is given for this 
3 per cent and efforts increased, 
to reduce the number of defective 
axes which pass detection through 
inspections and tests. This 3 per 
cent of RETURNED axes is small 
when compared with factory 
SHIPMENTS. It is part of the 
hazard of business and is not 
serious, but the other 97 per cent, 
if credit were allowed, would be 
serious indeed. It would mean 
unfair total loss on a large vol- 
ume, plus loss of profit on that 
volume of new sales.” 

The axe industry’s card for 

(Continued on page 121) 


Below are shown reproductions of actual photographs of AXES RETURNED FOR REPLACEMENT. 
These axes were returned to a manufacturer who does not sell axes warranted. 


Similar ones continue to be returned for credit, though for many years this manufacturer has 
endeavored to avoid contention from just such imposition; by DECLINING TO SELL A WAR- 


RANTED AXE. 


These axes are plainly examples of attempted imposition; illustrating what experience has shown, 
that to WARRANT an axe is the initial step to a trail of trouble; misunderstanding; dissatisfaction. 


A WARRANT IS HONESTLY REGARDED BY MANY AS MEANING 


THAT THE AXE CANNOT BE INJURED OR WORN OUT; THAT IT 
CANNOT BE BROKEN, NOR THE TEMPER RUINED BY IMPROPER 


GRINDING. 


These illustrations are somewhat extreme, but they are examples 

of not infrequent claims which, of course, cannot be considered. 
The more usual claims on soft edges and ordinary breaks 
can be avoided in most cases, if users and dealers will ac- 
quaint themselves with the proper care and grinding of an 


axe as shown on the reverse side of this pamphlet. 
Used as a MAUL 
It broke across the eye ' that was used sideways for 
and a new axe was de- striking. 
manded to replace it. 


Crumbling with rust 
Evidently buried for years 
and resurrected to start 
Used as a MAUL quite a heated contro- 


and though it didn’t break 
they returned it anyway. 
was probably 


glancing blow; 
stone, or some 
cause which would break any 





service. 


was declined. 
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Used for years till ground and 
worn too short for effective 


Returned for a new one and 
real peeved when replacement 


A DOUBLE BIT AXE 


Replacement was request- 
ed and evidently expected. 


versy. 


This is a typical “return.” 
In such cases, the FIRST break 


good axe. 


The axe being unserviceable 
after the first break in each 
edge, only the user could ex- 
plain the other breaks. 


accidental; a 
hit against a 
such similar 
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Between Christmas and New Year— 


Y next article when the 
New Year gets started 
will be about the fair 


trade law in Florida and other 
states. I have been accumulating 
a lot of matter for this article. I 
should really write it today, but 
I am just not in the mood. I am 
in what one might call a subdued 
Christmas mood. 

In a way, for me it has been a 
very happy Christmas. There is 
se much to be thankful for. Still, 
so many shocking things have 
happened in the world that one’s 
happiness is tempered by a sense 
of sympathy for the sorrows of 
others. é 

There is the death of Arthur 
Brisbane on Christmas morning. 
I was once invited to meet him 
at luncheon, only three of us. 
How I looked forward to meeting 
him, drawing him out and listen- 
ing to his comments on the pass- 
ing show. But he didn’t “draw.” 
He was in a silent mood. He 
contented himself with asking me 
questions, and as I remember it, 
he didn’t agree with anything I 
had to say. I have regularly read 
his column and editorials, not be- 
cause I always agreed with him, 
but because I liked his direct, 
pungent style, his short sentences 
in words of a few syllables. He 
was certainly a master in the art 
of writing for the masses. This 
is curious, too, because Brisbane 
was a very well educated man. 
His father was a literary man and 
father and son were lifelong com- 
panions. Brisbane completed his 
education in France and Ger- 
many. He lived for some time 
in London. He spoke several 
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languages. He was endowed with 
a prodigious memory. 

Actually * Brisbane might be 
called one of the learned men of 
the world. But he only used his 
learning as a background. No 
editor wrote more simply. He 
had a home in the Adirondacks. 
Once I was a neighbor of his, and 
it was a common thing to see 
Brisbane motoring around the 
country with a typewriter on his 
lap writing his editorials as he 
traveled. His capacity for rapid 
work was unusual. Just before a 
vacation he would often dictate 
at one sitting enough editorials to 
last a month. I understand he was 
a rich man, and most of his in- 
vestments were in real estate. An 
editor lives very closely to the 
inhabitants of this passing life. 
For that reason possibly Brisbane 
saw more security in real estate 
holdings. 


Connecticut Booms 


I have been writing about Con- 
necticut, about the low taxes, no 
state debt, etc. Now I understand 
all of Connecticut is booming. 
The prices of farms have ad- 
vanced. Labor has advanced. As 
a matter of fact, today there is 
a scarcity of labor in Connecticut. 
The cycle usually works out. Real 
estate is the last to depreciate as 
we enter a depression, and it is 
also the last to come back when 
the depression is over. It is rather 
safe to predict that in 1937 we 
will have a general increase in 
real estate values, with quite a 
boom in building. Already we 
note that the stocks of builders’ 
hardware manufacturers and tool 


makers are advancing in antici- 
pation. 

This morning I read that be- 
cause of an oversight in the word- 
ing of the neutrality laws of the 
United States, by a mere tech- 
nicality, the state department has 
been compelled to issue permits 
for the shipping of about three 
million dollars worth of airplanes. 
engines and materials to Spain. 
The neutrality law as drawn up 
is for neutrality in the case of 
two nations at war. Nothing was 
said about a civil war in one na- 
tion. Now the neutrality law will 
have to be amended to include 
civil war. 

It does seem to me that our 
Senators and Congressmen have 
a hard time drawing up bills that 
will say just what they are in- 
tended to say. It would seem to 
one of the uninitiated that if more 
study were devoted to the wording 
of bills in Congress there would 
be less work for the Supreme 
Court. This is strange as most of 
our Congressmen are lawyers! 

This reminds me that one of 
my Christmas presents was a book 
written by two ex-newspaper re- 
porters called “The Nine Old 
Men.” These old men are the 
Supreme Court. I have just 
glanced over this book and it 
seems that the authors are hav- 
ing a good deal of fun with the 
new expensive Supreme Court 
building and the members of the 
court. When the cornerstone of 
the new building was laid, a 
building supposed to last through 
the ages, pictures of members of 
the Supreme Court were placed in 
the cornerstone. However, it 
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seems that the manager of the 
building owned a dog who was 
one of the fixtures of the Supreme 
Court. Without the knowledge of 
the learned Justices, this manager 
inserted a picture of his pet along 
with their pictures in the corner- 
stone. Probably a thousand years 
from now this cornerstone may be 
opened and the people of that 
age will speculate on the whys 
and wherefores of the dog’s pic- 
ture. They may decide we wor- 
shipped dogs. 

Personally I am for our Su- 
preme Court. I think they are 
a grand, upstanding lot of clear 
thinking Americans. This Christ- 
mas I am thankful for these nine 
old men. 

From Texas came another book. 
It was the life of Soapy Smith. 
When I traveled in Colorado 
Soapy was one of our best known 
citizens. Of course, he was what 
was known as a “tinhorn gam- 
bler.” He would set up his stand 
in a corner and sell soap, and 
in one of the packages of soap 
was supposed to be a five dollar 
bill. Hence his name. 

When the mining boom was on 
at Creede, Colorado, Soapy was 
the dictator of the town. He ap- 
pointed the mayor and the chief 
of police, and it was generally 
said that he gave Creede a very 
orderly government for a. boom- 
ing mining town. One night Soapy 
and myself were the only two 
passengers in the Pullman car 
on the narrow gauge road from 
Denver to Leadville. It happened 
that this was Christmas night. 
Soapy was in a rather despondent 
mood. He needed sympathy. He 
told me that he had never killed 
a man except in self defense. It 
just happened that he was light- 
ning on the draw and got there 
first. I tried to soothe him as a 
Christmas duty. 

Then I inquired, as I happened 
to be in the business, what kind 
of guns he preferred, and how 
he carried them. I did not see 
any bulge around his waist, nor 
any protuberance about his hips. 
“Well,” said Soapy, “all these 
pictures of gunmen with guns 
swinging beside them in holsters, 
is poor stuff. When a man car- 
ries his gun that way, by the 
time he reaches down for his gun 


76 


and brings his arm up to aim, 
he will be dead. That system 
is too slow.” Then he unbuttoned 
his vest and showed me the butts 
of two Colt’s revolvers protrud- 
ing from under each arm. His 
holsters were strapped over his 
shoulders to the upper part of his 
body and naturally to reach in- 
side his vest and draw took less 
time because his hand did not 
have so far to travel. These pis- 
tols, I remember (this was before 
the days of automatics), were .38 
caliber built on the heavy stock 
of a .44. The pistols were heavier 
than the usual .38s, which made 
them steadier in handling. 


Mustn’t Touch! 


While Soapy played with the 
butt of one of his revolvers, with- 
out thinking I reached forward 
as if to take it from him. He 
looked at me steadily, shook his 
head and said: “Not much. I 
guess you are all right, but I 
never part with my guns.” Think 
what happened to Jesse James 
when he took off his guns and 
stepped on a chair to clean a pic- 
ture. Bob Ford had waited for 
that opportunity for months. I 
remember at that time Crittenden 
was governor of Missouri. There 
was a reward of $10,000 for 
Jesse James, dead or alive. Ford 
only collected part of that re- 
ward. He was afterwards shot in 
Creede. 

My friend Soapy Smith was 
killed in Skagway, Alaska. The 
Vigilantes of that town had a 
meeting on the pier to devise a 
plan for cleaning up Soapy and 
his gang. Against the remon- 
strances of his friends Soapy 
picked up a Winchester and 
walked down to the pier. He 
was stopped by a nam named 
Reid. Soapy kept coming. Reid 
covered him with his gun, but 
the cartridge snapped. Soapy 
promptly brought his Winchester 
into action and when Reid fired 
again the reports were simul- 
taneous. Soapy was killed instant- 
ly, while Reid lingered in the 
hospital for twelve days. I re- 
member on that trip to Leadville 
Soapy remarked to me: “Some 
day you will pick up a paper 
and see an account of my finish. 
It is not to be expected that I 


will always be first on the draw.” 
And so it turned out. 

Another Christmas book, a far 
cry from Soapy Smith, was the 
biography of Gerald du Maurier, 
by his daughter. You will re- 
member he was the celebrated 
cartoonist in Punch, and he also 
wrote “Trilby” and other books. 
I am looking forward to reading 
this book, but I wonder whether 
any daughter ever knows her own 
father. 

Then came a book all about the 
great discoveries in chemistry and 
an account of the lives of our 
modern chemists. This book is 
called “Crucibles.” I have glanced 
through its pages and I am look- 
ing forward to learning a lot 
about the discoveries and the 
chemists who made them. Chem- 
istry has created the new world 
in which we live. 

Another book was “Audubon,” 
the story of the naturalist who 
came to America from England, 
studied our birds, painted them 
and then returned to England 
and published 200 volumes of his 
illustrated book in colors on 
American birds. Strange to say, 
Audubon could not sell this edi- 
tion. But a copy of one of these 
original books today is worth a 
small fortune. As in the case of 
so many remarkable men, Audu- 
bon’s parentage is very uncertain. 

There were lots of other Christ- 
mas books. People seem to think 
I like to read. But of all the 
books I received, a little one that 
I received from Thomas Donnel- 
ley, head of the Lakeside Press, 
Chicago, was the one I like best. 
Every year for many years this 
publishing house has been send- 
ing me every Christmas a little 
machine-made book, the retail 
price of which is one dollar. The 
subject of these books is Ameri- 
can history, about the early days 
and the development of this coun- 
try. Several of them dealt with 
expeditions and Indian fighting 
as the West was developed. Many 
of the stories were about the 
period before that of the covered 
wagon. These hunters and trap- 
pers who usually made their head- 
quarters at St. Louis and traveled 
up the Missouri River were the 
Argonauts of the West. 

This last book from the Lake- 

(Continued on page 119) 
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COMMODORE F. HER- 
BERT SMITH was congratu- 
lated Jan. 1 on his golden 
anniversary as a traveling hard- 
ware salesman, by members of 
the trade from all parts of the 
United States. Known all over 
the country as a genial, friendly 
and most honorable man, he is 
a traveling salesman for the 
Nicholson File Co., Providence, 
R. L, covering southern terri- 
tory. When he began his career 
as a hardware salesman on Jan. 
1, 1887, his territory comprised 
the entire United States, but he 
was particularly attracted by 
the friendly and cordial greet- 
ings of the southern jobbers and cast his lot with them. 
Many of his early customers have passed on but their 
sons and grandsons and the new trade are his personal 
friends—friends who have every confidence in him and 
who hope he will continue to make his pleasant visits 
for many years to come. As a youth he devoted much of 
his leisure time to the water and his love for the sea is 
very strong. He is a member of several yacht clubs and 
has the official title of Commodore. During the World 
War he served his country by taking charge of the enroll- 
ing office in the Second Naval District, located in Prov- 
idence. He is widely known and loved by hardwaremen 
throughout the entire country and is a past-president and 
member of the advisory board of the Old Guard, South- 
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ern Hardware Salesmen’s Association. His name is on 
the Roll of Honor of the Southern Hardware Jobbers 
Association and he is a member of the Hardware X Club. 
When R. P. Boyd, secretary, Old Guard called attention 
to Commodore Smith’s golden anniversary as a hardware- 
man his letter to members included a brief verse which 
read: 

May he sail the seas 

In a howling breeze 

With the jolly Southern Buyers around him. 

His flag on the mast, 

A bounteous repast, 

Never a drouth on the good boat Welcome. 
Always a friendly man, Commodore Smith is never so 
happy as when he is at the helm of his boat, well named 
the Welcome, surrounded by a group of southern friends. 


WALTER D. FOSS, pres- 
ident, The Wooster Brush Co., 
Wooster, Ohio, has been affili- 
ated with that company since 
1879. He succeeded his 
father, Adam Foss, who 
founded the business in 1851 
as the Wooster Brush Works, 
as head of the company and 
when the business was. incor- 
porated in 1899 as The Woos- 
ter Brush Co., he was elected 
president of the firm. He 
served the Cleveland Paint, 
Oil & Varnish Association as 
president in 1900 and also in 
1910. Mr. Foss was for sev- 
eral terms a vice-president of 
the National Paint, Oil & Varnish Association, which is 
now known as the National Paint, Varnish & Lacquer 
Association and was elected president of the organiza- 
tion in 1914. He was one of the founders, in 1905, of 
the Citizens National Bank of Wooster, and was the first 
president of that institution. Long interested in the wel- 
fare of the University of Wooster, he was chairman of 
the executive committee of the board of trustees and one 
of the vice-presidents of the University. Associated with 
Walter D. Foss in the management of The Wooster 
Brush Co., are his sons: Donald J., vice-president and 
general manager; Oscar H., who has charge of export 
and industrial sales; Clifford P., treasurer, and Walter 
R., advertising manager. Mr. Foss’ eightieth birthday 
was recently celebrated at the Hotel Carter, Cleveland, 
where he now makes his home, with a family party. 
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FIFTY-YEAR CLUB 


ROBERT A. REY- 
NOLDS, R. A. Reynolds & 
Son, Stamford, Conn., has been 
a hardwareman since July 
12, 1870, at which time he 
entered the employ of the 
Yale & Towne Mfg. Co., Stam- 
ford, Conn. For 33 years he 
was affiliated with the Yale 
company, retiring in 1903 as 
superintendent of the Yale 
hardware department. He 
then entered the contract 
hardware business as senior 
member of the firm of R. A. 
Reynolds & Son, and today at 
the age of 83 is active in busi- 
ness. Municipal affairs have 
always interested Mr. Reynolds. For 16 years he has 
served as a member of the Stamford Board of Finance 
and for 10 years he was chairman of that very impor- 
tant body. 





ROBERT A. REYNOLDS 


LOUIS GEWALT, Breck- 
enridge, Minn., has had a 
long and interesting career as 
a hardware retailer. He 
started out as a hardwareman 
on August 27, 1882, and today 
at the age of 79 continues to 
be active in business. Mr. 
Gewalt is proprietor of Louis 
Gewalt’s Hardware Store and 
tells us that his hobby is the 
hardware business. When the 
Minnesota Retail Hardware 
Association was founded in 
the old state capitol building 
in St. Paul, Minn., on May 
14, 1897, he was the first 
member to. be admitted to the 





LOUIS GEWALT 
new organization and today continues to be the proud 


possessor of membership receipt No. 1. He was a mem- 
ber of the board of directors of the Minnesota associa- 
tion in 1905 and 1906. Other business enterprises have 
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also been given attention by Mr. Gewalt, who has been 
vice-president of the First National Bank of Breckenridge 
for thirty years. He is also president of the Brecken- 
ridge Telephone Co. and of the Fraternity Hall Co. His 
talents have been given generously to the city and the 
county over a long period of years. Alderman, treasurer 
and mayor are just a few of the offices he has held in 
Breckenridge. For the past twenty-five years he has been 
county commissioner for the second district. 


Ww. EDWARD 
SCHERR has been affili- 
ated with Simmons Hard- 
ware Co., St. Louis, Mo., 
wholesale hardware  dis- 
tributors since March 3, 
1879. Starting as an office 
boy Mr. Scherr has held 
various positions with the 
Simmons company. Forty- 
three years of his career 
were spent as a salesman 
calling on the retail hard- 
ware trade and he counts 
many friends of long stand- 
ing among retail hardware 
merchants. In recent years 
Mr. Scherr has devoted his 
activities to the mail order division of the Simmons Hard- 
ware Co. He is one of the best posted hardware men in 
the West as a result of his wide experience and long 
years in the business. In former years he was a member 
of the St. Louis Apollo Club which was one of the lead- 
ing singing societies in the city. Retailers looked for- 
ward to his visits because of the ideas he had to offer 
them and because of the new stories he always had to 
tell them, particularly jokes which necessitated the 
proper use of dialects. Mr. Scherr’s fellow Simmons 
man, James A. Carroll, and fellow-member of the Harp- 
warE AcE Fifty-Year Club says of him that, “Among the 
men he has walked with in the company, there is no 
one they love more than Eddie Scherr.” 
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Keep Your Windows Working Full Time 


HESE Harpware AGE attractive arrangements with a 
window display suggestions minimum of stock and _installa- 
using the interchangeable tion time. If you wish to build 
display fixtures enable you to use —- your own set of fixtures you may 


have a sheet of instructions for 

the asking. There is no charge. 
Power tools are now a major 

item in the volume and profit of 





M. S. Young, Allentown, Pa. 


80 


HARDWARE AGE 








COL 
CUCOUCOOCOL 


b Oi) 
0) - AYN 
PETTING 





PEEEERTEERELET TATE CUNT ELTEET ELT TETTTTT NTT Gener eenee 


MO fi 
7) tp POD 
FETA 





Electrical 
fipptiamces. 
CONVENIENCE 


COMFORT AND 


CEGEEGEE EATEN 


‘ ‘4 i " " “ hy s¢ 3 ' ‘ 6 ot ‘ 
F oP ce Bs Ge 
Mi elelvidecdscretteclled ddl nadecrcnintirciadinaes 


CECE EEUU NTRNTU NTN NRA 


COOOL 

ee VEG Gas eee gee on SOO OMY) 
oe " ° seeeeneeeeeae es 48 
COU ae 

OOOO ae 


OO 
OO) On) 
CORR 





ENTERTAINMENT 


























CO 


COOUOCOOCOUCO OOOO OOOO 


HHPNNN DURE RONEN USN NU NONI TNE NS, 
COA 
uy 
“i 
Oy) ) 
COU ee 
COA 
‘ COOL 
COO 
EOC U EEUU AN 
“ 
nnneenaees y999e9 
CORRAL RAP RAR RAR AAA 
OOOO ARR A 
OY Henne y 


Vy y 
es “ A 


most hardware stores. The win- 
dow used by M. S. Young & Co., 


Allentown, Pa., offers a sugges- 
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tion for the appealing display of 
power tools. 
In the use of any of these win- 
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dows it should be the aim of the 
hardware man to illuminate them 
adequately and effectively. 








A Ferris Wheel Window 


MOVING object in a display 
always attracts attention. 

The accompanying illustration is 
an example as evidenced by the re- 
sults which came to the firm using 
it. It called forth favorable com- 
ment for many weeks from hundreds 
of people, who stopped to admire 
its ingenious construction and the 
display of merchandise that it car- 
ried. 

The appliance represents a minia- 
ture ferris wheel, operated by a 
small motor, and is timed to revolve 
slowly. The panels on which the 
exhibits of merchandise are fastened 
turn with the revolutions of the 
wheel. 

The various parts entering into 
the construction of the wheel were 
assembled from the odds and ends 
to be found in any hardware store. 
An old garden hose reel furnishes 
the hub, with 34 in. x 1 in. crating 
used for the spokes; grindstone fix- 
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tures serve for bearings; a 28 in. 
bicycle wheel bolted to the hose reel 
performs the duties of a pulley; the 





Display 


spokes are fastened to hub with 
stove bolts. The display can be 
taken down and rebuilt quickly, 
with the minimum of time and 
trouble. The panels 20 in. wide 
by 14 in. high are made of cor- 
rugated cardboard, on which are 
pinned the articles for display, using 
3d fine nails; 34 in. x 1 in. strips, 
21 in. long tacked on back of 
panels; 114 in. round-head screws 
work loose through spokes; lights 
placed in ends of strips on back of 
panels. 

In this instance, the wheel is 
being used for a Christmas display. 
Obviously, it may be used at any 
time with equally fine results, in 
the display of cutlery, silverware. 
and the various other small articles 
sold by hardware merchants. 

The ferris wheel display was de- 
signed and used by the retail hard- 
ware store of the London Hardware 
Company, Johnson City, Tennessee. 
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Building Sales Through Planned 
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OR an eye-appealing, sales- 

making display in the hard- 

ware store it is hard to 
surpass kitchen ware. Your vol- 
ume sellers, such as _percolator 
tops, are an important part of 
this 7-ft. counter arrangement, 
while the other bins are well 
stocked with items that command 
the attention of the woman shop- 
per. Follow the layout as shown 
in the diagram for an effective 
arrangement of these items. 

In the side-wall arrangement 
on the opposite page the alumi- 
num, white and gray enamelware 
is set out to give the effect of a 


82 


wide and abundant selection. This 
is one of the vital elements of 
good display and one that takes 
customers into the large stores 
where they see well-lighted, clean 
and adequately stocked tables and 
shelves. People favor the store 
that sets out the merchandise in 
generous quantities. Even where 
goods are superior, they will not 
get the attention they deserve if 
only one of an item is shown. 
Two items that are identical are 
usually compared by the customer 
for some fancied advantage, and 
even when there is no difference 
whatever, the shopper is better 


satisfied if she can choose from 
a number. Take advantage of this 
easily followed display to step 
up your sales of kitchen tools. 
Cleanliness, orderliness and 
visible pricing will help you keep 
your stock fresh and up to the 
minute, because these agencies 
move the goods faster, permitting 
you to have the newest items that 
in turn bring more customers to 
your store. The metal pricing 
channel on the shelving will add 
greatly to the speed of turnover, 
because it enables customers to 
wait on themselves, decide about 
their purchases undisturbed. 
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Displays 


Attention is also called to the 
sign “Aluminum and Enamel 
Ware” over the shelving. This 
will attract customers from other 
parts of the store when they have 
completed their purchases there, 
or when they are “just looking.” 
These signs may be made on 
cards or other removable mate- 
rial, permitting the changing of 
the location of the various de- 
partments as many stores do. The 
important thing that some stores 
seem to miss out on is that mer- 
chandise should be kept in spot- 
less condition, even though it 
may require the work of one or 
more persons each morning to 
wipe it off carefully and place 
it in its proper bin in an appeal- 
ing way. Too many allow mer- 


ALUMINUM AND ENAMEL WARE 
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chandise to remain uncared for 
for weeks on end, collecting dust 
and film to a point that it is ap- 
pealing to no one and only pur- 
chased by someone who must 





have it specifically. Profits come 
from selling to people who had 
not thought of buying but whose 
interest is aroused by items well 
displayed and cared for. 


VanDervoort Ties in With “Soap Box Derby” 


Y taking an active interest in 
Bie affairs, the VanDervoort 
Hardware Company recently was 
the center of interest in the annual 
“Soap Box Derby,” which was held 
recently by the Lansing State Jour- 
nal as a preliminary to the grand 
races at Akron, Ohio, where con- 
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testants from all over the country 
appeared. 

One large section of the display 
window of the hardware company 
was devoted to prizes which were 
given the boys who won their vari- 
ous heats in the local preliminary 
race. All of the prizes, with the 


exception of a few minor items, 
came from the stock of the hardware 
company. Featured in the window 
were two models of the soap box 
racers, as well as many trophies, 
and all sorts of sporting goods. 

The window attracted much at- 
tention. e 
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This is the “Green River Ordinance” 


ORDINANCE NO. 175 


BE IT ORDAINED BY THE TOWN COUNCIL OF 
THE TOWN OF GREEN RIVER, WYOMING: 

Section 1. The practice of going in and upon private 
residences in the Town of Green River, Wyoming, by 
solicitors, peddlers, hawkers, itinerant merchants and 
transient vendors of merchandise, not having been re- 
quested or invited to do so by the owner or owners, occu- 
pant or occupants of said private residences, for the pur- 
pose of soliciting orders for the sale of goods, wares and 
merchandise, and/or for the purpose of disposing of 
and/or peddling or hawking the same, is hereby declared 
to be a nuisance, and punishable as such nuisance as a 
misdemeanor. 

Section 2. The town Marshall and Police Force of the Town 
of Green River are hereby required and directed to suppress the 
same and to abate any such nuisance as is described in the first 
section of this ordinance. 

Section 3. Any person convicted of perpetrating a nuisance, as 
described and prohibited in the first section of this ordinance, and 
upon conviction thereof shall be fined in a sum not less than 
Twenty-Five ($25.00) Dollars or more than One Hundred Dol- 
lars ($100) together with costs of proceedings, which said fine 
may be satisfied, if not paid in cash, by execution against the per- 
son of anyone convicted of committing the misdemeanor herein 
prohibited. 

Section 4. All ordinances and parts of ordinances in conflict 
with this ordinance are hereby repealed. 

Section 5. It being deemed by the Town Council of the Town 
of Green River that an emergency exists, this ordinance shall be 
in full force and effect from and after its passage and approval. 

Passed this 16th day of November, 1931. 

Approved this 16th day of November, 1931. 

WILLIAM EVERS, Mayor. 
Attest: 
C. O. Horton, Town Clerk. 
(Seal) 


Wyoming Supreme 
Court Upholds Green 


River Anti-Peddler 
Ordinance 


REEN RIVER, small Wyo- 
ming town, stands as the 


invited entry to private homes and 
the annoyance of the home occu- 








community which showed 
the United States how to curb the 
itinerant peddler. Already having 
stood the test of Federal courts, 
the town’s famous ordinance has 
recently been upheld by the Wyo- 
ming Supreme Court. It would 
appear now that in any com- 
munity the city council can legis- 
late house-to-house canvassing out 
of business. 
Said Justice Kimball, in the 
recent Wyoming decision: “A 
practice which includes the un- 
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pant would come within the gen- 
eral definition of nuisance . . . the 
ordinance has a real and sub- 
stantial relation to the purpose 
of protecting occupants of homes 
from disturbance, and we think 
it is an authorized and reasonabie 
exercise of the police powers of 
the state delegated to the town 
council.” 

Cheyenne, Wyo., hardware and 
other retailers followed the case 
carefully, for Cheyenne has an 
ordinance based on the Green 


A Legal 
Appraisal 
of this 
Ordinance 
is Offered by 
Elton J. Buckley 


(See page opposite) 


River one. The ordinance has 
been effective in eliminating can- 
vassing by itinerant peddlers. The 
recent court decision followed an 
attempt of a widely known na- 
tional manufacturer of brushes to 
operate in spite of the ordinance. 

The company salesmen went 
house-to-house with a card. They 
explained that they had no au- 
thority to solicit business. How- 
ever, if the housewife would sign 
a card inviting the salesman to 
call with his goods, he would 
give her a free brush. The court 
ruled that this is a violation of 
the ordinance, which forbids can- 
vassers to enter premises for the 
purpose of selling goods, without 
an invitation. 

The Cheyenne ordinance ap- 
plies to “solicitors, peddlers, 
itinerant merchants, and transient 
vendors of merchandise, books, 
pictures and newspapers.” Dur- 
ing the two years the ordinance 
has been in operation, the au- 
thorities have had only a handful 
of cases under it. Usually, when 
the police warn the canvasser, he 
moves on out of town. 

The local authorities interpret 
the ordinance to apply to intin- 
erant solicitors, so that the rep 
resentatives of local hardware 
stores and other businesses having 
taxable property in Cheyenne are 
not affected. 

The Green River ordinance was 
first challenged in the Federal 
Court. Federal District Court 
held it to be in violation of United 
States constitution. Green River 
appealed, and the Court of Ap- 
peals reversed the first decision. 
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The Aftermath of the Green River Ordinance 


EVERAL months ago I wrote an 

article about an _ ordinance 
which the City Council of Green 
River, Wyoming, had passed, which 
I thought might, if upheld by the 
courts, settle the question of itiner- 
ant sellers coming into towns and 
stealing business from the local 
merchants. 

The ordinance in a nutshell for- 
bade any itinerant dealer, such for 
example as the Fuller Brush Co., 
the Jewel Tea Co., the Real Silk 
Hosiery Co., and other concerns 
which sell from house to house, from 
calling on homes unless they were 
specifically invited. The ordinance 
officially pronounced such solicita- 
tions a nuisance and prohibited them 
on that ground. 

I have watched as best I could to 
see what happened to this ordinance 
in the courts, but beyond establish- 
ing the fact that it never reached 
the United States Supreme Court, I 
never saw it referred to in the court 
reports until recently. 

Let me say here that this method 
of protecting local merchants from 
the encroachments of _itinerants, 
house-to-house people, had never 
been tried before. Previous efforts, 
and there had been many, had all 
taken the form of efforts to tax, or 
to license, and inasmuch as all these 
taxes and licenses were heavier on 
outsiders than they were on local 
people, they were set aside by the 
courts as interferences with inter- 
state commerce or invasions of the 
equal rights of outside concerns. 

The fact now obtained is that the 
Fuller Brush Co. went into the 
United States Court with an attack 
on the ordinance on the usual ground 
that it was unconstitutional, etc., 
etc., etc. The Federal Court decided 
against them and upheld the ordi- 
nance. So far as I know, no appeal 
from that decision was taken. 

The Brush Co. then tried another 
scheme. They sent their agents 
from house to house to tell house- 
wives that they were forbidden to 
solicit orders unless invited to, and 
asked them to sign a sort of standing 
invitation card permitting them, in 
fact asking them, to call from time 
to time. Housewives that would do 
that were given a brush. 


This didn’t work at all. The Green 
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River police authorities arrested 
some of the agents on the ground 
that they were still visiting homes 
without an invitation and the police 
court fined them. 

Fuller appealed this time to the 
Wyoming Supreme Court and lost 
again. The court said:— 


The ordinance has a real and sub- 
stantial relation to the purpose of pro- 
tecting occupants of homes from dis- 
turbance, and we think it is an author- 
ized and reasonable exercise of the 
police powers of the State delegated to 
the town council. In so far as it restricts 
the defendant’s activities in going un- 
invited to private residences for busi- 
ness purposes, it does not deprive him 
of any right guaranteed to him by either 
the Fourteenth Amendment to the Fed- 
eral Constitution or the invoked pro- 
visions of the State Constitution. .. . 

A practice which includes the unin- 
vited entry to private homes and the 
annoyance of the home occupant would 
come within the general definitions of 
nuisance. 


We should not give the ordinance a 
construction that would forbid solicitors 
to create the annoyance by entering 
homes for the purpose of soliciting 
orders, and then evade the penalty by 
showing that all they asked for in the 
beginning was an invitation to solicit 
orders. The solicitation of the invita- 
tion was not a purpose in itself, but a 
step in carrying out the purpose to 
solicit orders. 


So far as it has gone, therefore, 
this ordinance is legally good. I 
understand that other western cities 
have adopted similar measures, 
Cheyenne, Wyo., for example, and 
have succeeded through them in 
almost completely driving out the 
itinerant business. I see no reason 
why any city in any State could not 
pass a similar ordinance, always 
provided—and this is important— 
that under the Constitution and the 
statutes of the particular State a 
City Council, Borough Council, or 
township, is empowered to declare 
by law what shall constitute a nuis- 
ance and forbid it. 





Turns Lights Off on Schedule 
Using Damper Regulator Clock 


N inexpensive device for auto- 
matically timing the turning off 

of window lights has been developed 
by C. H. Stevens who operates the 
George W. Stevens Hardware Store 
in Stafford Springs, Conn. The ac- 
companying sketch gives the details 
which Mr. Stevens explains as fol- 
lows: “Here is a kink which we have 
used to turn off the lights in the 
store windows after closing time. It 
is made possible by the use of an 
old damper regulator clock and a 
single pole single throw switch 
which is connected in place of the 
usual window light switch. The 
switch and clock are connected with 
picture wire which runs over two 
screw pulleys. The clock is set for 
any desired hour before we close 
the store. When that selected hour 
arrives the weight (A) goes down 





SHELF 








To window 
“ght Smteh 














which in turn pulls the single pole, 
single throw switch opening the cir- 
cuit or breaking the contact and the 
lights are off.” 


85 





AGI 





READ IT IN HARDWARE 


NEWS OF 





News of Retailers, Jobbers 
and Manufacturers and 
Salesmen 
























































HARDWARE AGE For} J4NU 
REPUBLIC STEEL MAKES CHANGES IN SALES PERSONNEL | meter in 1925. He then joined | ™ 
the Trumbull Steel Co. in its 
Important changes in the ex- | Detroit district sales office and 1 
ecutive staff of the sales depart- | in 1930 opened a Toledo sales Re 
ment of Republic Steel Corp., office for Republic Steel Corp. Re 
Cleveland, Ohio, have been an- He was moved to the sales head- an 
nounced by N. J. Clarke vice- | quarters in 1932. J. W. Carpen- al 
president in charge of sales. ter will continue as assistant pal 
J. M. Schlendorf manager of manager of sales, sheet and strip me 
sales, Alloy Division, Massillon, | division. wh 
has been appointed assistant | The carbon bar division, with ke} 
vice-president in charge of sales, W. F. Vosmer as manager of ve! 
a newly created position. His | sales is being expanded by the po: 
headquarters will be removed | following additions: R. W. Hull, Ti 
from Massillon to Cleveland. formerly assistant district sales Ac 
Norman W. Foy, assistant gen- manager at Chicago has been wh 
eral manager of sales, has been | appointed assistant manager of of 
made general manager of sales; | sales, carbon bar division, and for 
Frederick H. Loomis, formerly | will move to Cleveland. Mr. mi 
manager of sales, sheet and strip | Hull has been with Republic op 
division, will be assistant general 3. i. SCHLENDOR? NORMAN W. FOY | Steel Corp. and predecessor com- 
manager of sales, and William J. | panies for 26 years, having of 
Sampson, Jr., vice-president of | started with the Upson Nut Co. de 
Steel & Tubes, Inc., has been | | in 1910 as an office boy. He of 
named assistant general manager | went from there to the billing of 
of sales. department, the operating de- pa 
Mr. Schlendorf has been with | partment, and to the Chicago Si 
the corporation since its organiza- | sales office in 1917. Following nc 
tion in 1930. He joined Central the merger of Upson Nut with ar 
Steel Co., Massillon, in 1917 as Bourne-Fuller he was made w 
vice-president in charge of sales western sales manager and be- in 
and, when the Central Alloy came assistant district sales man- w 
Steel Corp. was organized in ager in Chicago with Republic tu 
1926, he remained with the new at the time of their merger. m 
company in the same position. The die roll sales department, pe 
Previously he was in the sales which has been moved to Buf- pi 
department of the American falo, N. Y., with J. S. Langston cz 
Sheet & Tin Plate Co. as manager of sales, is being gl 
Mr. Foy succeeds A. E. | combined with the carbon bar si 
Walker, who has been named | division in Cleveland and Mr. rt 
executive vice-president of the | Langston is appointed assistant 
Pittsburgh Steel Co. Mr. Foy | w. J. SAMPSON, JR. F. H. LOOMIS manager of sales, carbon bar di- u 
started in the steel industry at ' vision. Mr. Langston started in . 
16 and has spent his entire busi- the steel industry as a rougher a 
ness life with steel companies. | general manager of sales. In| as assistant master mechanic, | on a 9-in. mill for the Interstate : 
After spending five years in the | 1928, when Trumbull Steel | then became metallurgical en- | Iron & Steel Co. in East Chicago, ti 
Baltimore sales office of the Car- | merged with Republic Iron &| gineer and assistant manager of | and from there went to the auto- : 
negie Steel Co., he joined Re-| Steel, he was made assistant | sales. In 1926, following the | mobile industry. In 1918 he 7 
public Iron & Steel Co. in 1918 | general manager of sales. merger with Central Alloys Co.,| helped build the Central Forge f 
as a salesman in its Philadelphia Mr. Sampson became asso-| he became assistant manager of | Co., in Detroit, and remained as : 
office. In succession he was in| ciated with Steel & Tubes upon| the bar department after that | general superintendent until 1922. 1 
charge of the company’s Phil-| his graduation from Yale in| company’s merger with Republic, | From 1922 to 1930 he was gen- ; 
adelphia, Boston, Buffalo, Birm- | 1920. He began his active work | assistant manager of sales of the | eral manager of sales for the q 
ingham, and Chicago offices, and | in the mills and from there was | alloy steel division. Mr. Schmid | Witherow Steel Co., Pittsburgh, - 
in 1934 went to the general office | transferred to the sales depart- | will have as assistant manager,| going from there to Republic f 
of Republic as assistant general | ment. He was later manager of | Gordon F. Hess and Clyde E. | Steel Corp. in charge of die roll i 
sales manager. a plant in Toledo then operated | Roberts. sales. € 
Mr. Loomis upon graduation | by the company, and returned to John V. Burley, who has been —— ; 
from college in 1911 joined Re- | Cleveland as vice-president. assistant manager of sales, sheet AMERICAN RETAIL t 
public Rubber Co., Youngstown, Martin H. Schmid, formerly | and strip division, has been ap- FEDERATION MOVES ‘ 
Ohio, as a salesman and was | assistant manager of sales, alloy | pointed manager of sales of the . ! 
next made district sales manager | steel division, Massillon, has | division. He entered the steel The American Retail Federa- 1 
at the Minneapolis, Minn., office. | been appointed manager of sales, | industry in 1917, when he be- | tion has announced the removal 
In 1916 he became associated | succeeding J. M. Schlendorf. Mr. | came associated with the Detroit | of its offices to 1627 K St., North- ‘ 
with the Trumbull Steel Co. and | Schmid has been with Republic | district sales office of the Mid-| west, Washington, D. C. The 
was successively salesman, dis- | and its predecessor companies | vale Steel & Ordnance Co., re- | Federation was formerly located é 
trict sales manager, assistant | since 1909. He started with the | maining with Bethlehem Steel | in the National Press Building, 
general manager of sales, and | United Alloy Steel Co., Canton, | Co. after the Midvale-Bethlehem | Washington. 
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TREASURY DEPT. RULES ON REPORTING 
EARNINGS UNDER SOCIAL SECURITY ACT 


Harold R. Young, Washington 
Representative of the National 
Retail Dry Goods Association, 
announces that he has received 
a ruling frem the Treasury De- 
partment with respect to the 
method to be used by retailers 
whose accounts and records are 
kept upon the basis of a fiscal 
year ending January 31, in re- 
porting unpaid earnings, under 
Title IX of the Social Security 
Act (unemployment insurance), 
when a portion of the earnings 
of certain employees is in the 
form of a yearly bonus, deter- 
mined upon the results of the 
operation for the fiscal year. 

As a general rule the amount 
of the bonus as earned is not 
determined until about the 15th 
of February, following the close 
of the year, and the bonus is 
paid a short time thereafter. 
Since it is necessary to report 
not only the total wages paid by 
an employer to his employees 
with respect to employment dur- 
ing any calendar year, but like- 
wise items payable but not ac- 
tually paid during that year, a 
method for determining the pro- 
portion of any bonus paid or 
payable, which should be allo- 
cated to any calendar year, is of 
great importance. The Commis- 
sioner of Internal Revenue has 
ruled as follows: 


“Stores making their returns 
under Title IX of the Social 
Security Act for the calendar 
year 1936 should determine the 
amount of the bonuses applica- 
ble to the calendar year 1936 by 
taking 1/12 of the bonuses ac- 
tually paid for the year ended 
Jan. 31, 1936, and adding 
thereto 11/12 of the estimated 
amount of the bonuses earned 
for the fiscal year ending Jan. 
31, 1937. If the amount so 
estimated for the calendar year 
1936 and reported in the returns 
for such year is greater than 
the amount which is_ subse- 
quently determined to be paya- 
ble, any overpayment of tax 
resulting therefrom will be re- 
funded or credited as provided 
in articles 210 and 503 of Regu- 
lations 90. If the amount so 
estimated for the calendar year 
1936 and reported in the re- 
turns for that year is less than 
the amount which is_ subse- 
quently determined to have 
been payable, the store will be 
required to advise the collector 
under oath of the amount of 
the bonuses which has not been 
reported in the return for the 
calendar year during which the 
services were performed and te 
pay any tax with respect thereto 
at_ the rate in effect for the 
calendar year during which the 
services were performed.” 
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Mr. Young further states that 
two other rulings have been ob- 
tained, under Title VIII (Old 


Age Pension) as follows: 


“Monthly returns under Arti- 
cle 401 of Regulations 91 are to 
be filed on or before the last day 
of the first month following the 
period for which it is made. In 
other words, if a return is made 
for January, 1937, it must be 
filed on or before the 28th day 
of February, 1937. 

“Where a wage payment made 
in a particular month is for 
services performed partly in 
that month and partly in the 





preceding month, the total taxa- 
ble wages paid must be shown 
in the return whether or not 
part of the wages paid were 
for a preceding month; pro- 
vided, however, such wages 
were earned subsequent to Dec. 
31, 1936.” 


The Commissioner 
following examples: 
“Employer ‘A’ pays his em- 
ployees on April 7, 1937, for 


services performed by such em- 
ployees from March 29, 1937, to 


the 


gives 


April 3, 1937. Employer ‘A’ 
should include in his monthly 
tax return filed for the month 


of April the total taxable wages 
thus paid, irrespective of the 
fact that a portion of the ser- 





AMERICAN CHAIN CO. CHANGES NAME 
TO AMERICAN CHAIN & CABLE CO. 


Because of the _ increasing 
prominence of the American 
Chain Co., Inc., Bridgeport, 


Conn., as a manufacturer of wire 
rope or cable for all purposes 
as well as a manufacturer of 
chains for all purposes, the board 
of directors have changed the 


| 
| 
| 


company name to the American | 


Chain & Cable Co., Inc. 

In addition to chain and wire 
rope, many other products are 
manufactured by the following 
divisions and associates of the 
American Chain & Cable Co., 
Inc.: American Chain; Andrew 
C. Campbell; Manley Mfg.; 
Page Steel and Wire; Wright 
Mfg.; American Cable; Ford 
Chain Block; Hazard Wire 
Rope; Highland Iron & Steel; 
Owen Silent Spring; Reading- 
Pratt & Cady, and Reading Steel 


Casting. 
The American Chain Co. first 
became prominently identified 


with the wire rope or cable in- 
dustry through acquisition of 
the American Cable Co. and the 
invention of the preforming 
principle in wire rope construc- 





tion in 1923. Several years later | 


American Chain Co. acquired 
by purchase one of the first 
wire rope manufacturing con- 
cerns in America, the Hazard 
Wire Rope Co., established in 
1846. 

The directors recently elected 
W. B. Lashar, chairman of the 
board; W. T. Morris, president; 
Wilmot F. Wheeler, executive 
vice-president and treasurer; A. 


P. Van Schaick, vice-president | 


in charge of sales; C. G. Wil- 
liams, vice-president in charg~ 
of production; W. M. Wheeler, 


ecretary; 





A. P. VAN SCHAICK 


assistant secretary, and Stanley 
Mann, comptroller. 

American Chain’s trade mark, 
“Acco Giant,” will be retained 
in the advertising and sales pro- 
motion of American Chain & 
Cable Co. and its divisions. 

The general executive offices 
will remain at Bridgeport, Conn., 
and 230 Park Ave., New York 
City. District sales offices are 
located at Boston, New York, 
Philadelphia, Detroit, Chicago, 


| San Francisco, Pittsburgh, At- 


| 
| 


lanta, Tulsa, Houston, Denver, 
Los Angeles, andé Fort Worth. 
Manufacturing plants are lo- 
cated at Bridgeport and Hart- 
ford, Conn.; York, Reading, 
Monessen, Braddock, and Wilkes- 
Barre, Pa.; Adrian, Mich., and 
Terre Haute, Ind. The Cana- 
dian affiliate, Dominion Chain 
Co., Ltd., is located at Niagara 
Falls, Ont. The British sub- 
sidiaries, The Parsons Chain Co., 
Ltd., and British Wire Products, 


Frederick C. Geier, | Ltd., have offices in London, Eng. 





| 





were paid were performed in 
March. 

“Employer ‘A’ pays his em- 
ployees on Jan. 6, 1937, for ser- 
vices performed by such em- 
ployees from Dec. 28, 1936, to 
Jan. 2, 1937. Employer ‘A’ 
should report on his monthly 
tax return filed for January 
only that portion of the wages 
paid in January which is at- 
tributable to services performed 
in that month. The portion at- 
tributable to services performed 
in December is excluded, for 
the reason, as stated above, that 
the taxes imposed under Title 
VIII of the Act apply only with 
respect to ‘wages’ paid after 
Dec. 31, 1936, for ‘employment’ 
on and after that date.” 





JAMES & HAWKINS, INC.. 
MOVES HEADQUARTERS 


James & Hawkins, Inc., retail 
hardware firm operating stores 
on Long Island, N. Y., has dis- 
continued its warehouse at 98-02 
Raywick St., Queens Village, 
Long Island, and moved to new 
headquarters at 43-42 Tenth St., 
Long Island City. The firm 
will have no warehouse or store 
in Queens Village. A new store 
has been opened at 136-138 
Roosevelt Ave., Flushing, L. I. 
in quarters formerly occupied 
by the Suburban Paint Co., 


| which was purchased by James 
| & Hawkins and is being operated 


under its name under the man- 


| agement of J. White. 





James & Hawkins is also 
operating stores at 211 Merrick 
Rd., Rockville Center; 310 Front 
St., Hempstead; 22 School St.. 
Glen Cove; 25-27 E. Main St., 
Bay Shore; 55 Main St., Port 
Washington; 402 Plandome Rd., 


Manhasset; 39-27 Bell Blvd.. 
Bayside; 473 Central Ave., 
Cedarhurst; 38 W. Main St., 
Patchogue; 98-100 Main St., 


Northport; 276 Main St., Hunt- 

ington, and “64 Hillside Ave., 

Williston Park. All are on Long 

Island, N. Y. 

HARDWARE MUTUALS OPEN 
CLEVELAND OFFICE 


Due to increased business in 
Ohio, the Hardware Mutual 
Casualty Co., Stevens Point, Wis., 
and the Federal Hardware & 
Implement Mutuals of Minne- 
apolis, Minn., have rented offices 
in the Guarantee Title Bldg.. 
815 Superior Ave., Cleveland, 
Ohio. The office was opened 
Jan. 2 and is in charge of Wal- 
ter O. Jones, who has represented 
the companies in northern Ohio 
since 1932. 

















WESTINGHOUSE HAS 
PREVIEW FOR EDITORS 


At an informal press preview of 
the new Westinghouse appliance 
line for 1937 held at the Wal- 
dorf-Astoria Hotel, New York 
City, for more than seventy edi- 
tors of business and consumer 
publications, A. E. Allen, vice- 
president in charge of all mer- 
chandising activities for the 
Westinghouse Electric & Mfg. 
Co., pointed out that his com- 
pany was entering its fifty-first 
year of service to the American 
people. Mr. Allen said that 
“There are several factors con- 
tributing to our belief that 1937 
will see new records set for the 
manufacturing and distribution 
of electrical appliances. First 
of all, the average person has 
more confidence in the future. 
The average prospect is a little 
more ready to purchase a major 
appliance with a comparative 
high unit value, than he was a 
year or two ago because he is 
more certain of continued em- 
ployment. 

“One of the greatest contribut- 
ing factors to the increased and 
improved conditions in the elec- 
trical appliance industry is the 
reduction of rates on the part 
of the utilities,” said Mr. Allen. 
The company, Mr. Allen pointed 
out, had recently moved into a 
$1,000,000 warehouse and office 
building which has just been 
completed at Mansfield. 

New models of refrigerators, 


ranges, water heaters and of 
numerous types of small ap- 
pliances were shown to the 


editors as were two complete 
modern kitchens, one of which 
combined the advantages of mod- 
ern appliances with old fashioned 
style dinette furniture. 





KYANIZE EMPLOYEES 
HAVE XMAS PARTY 


Employees of the Boston 
Varnish Co., Everett, Mass., held 
their annual Christmas party on 
Wednesday, Dec. 23. Because 
of the general uptrend in busi- 
ness, the festivities this year 
were more colorful than in pre- 
vious years. Work ceased at 
noon and the factory employees 


assembled to receive bonus 
checks, distributed by Harry 
Hall, Jr., secretary. H. A. Hall, 


Sr., treasurer presented a gold 
watch to Homer Barbour in ap- 
preciation of 25 years of loyal 
service. The , afternoon was 
spent around a beautifully dec- 
orated and illuminated Christ- 
mas tree loaded with gifts for 
distribution among the office 
force. 

A highlight of the affair was 
a banquet in the evening for the 
executive and office forces, pre- 





sided over by J. B. Lord, presi- 
dent. After dinner, Mr. Lord 
presented Mrs. C. M. LeGro 
with a gold watch in commemo- 
ration of her 25th year with the 
company. Professional  enter- 
tainment concluded the party. 





MEALEY HEADS HOTPOINT 
REFRIGERATOR DIVISION 


Harry C. Mealey, a member 
of the General Electric Co. for 
18 years, has been appointed 
head of the Hotpoint refrigera- 
tion division of the Edison Gen- 
eral Electric Appliance Co., 
Chicago. For four years pre- 
viously he was manager of Hot- 





point refrigerator sales in Cleve- 
land before the line was merged 
with other Hotpoint major ap- 
pliances for distribution through 
the Edison General Electric Ap- 
pliance Co. 

He joined General Electric in 
1919 as assistant to T. K. Quinn 
in the lamp division. In 1923 
he was transferred to New York, 
where he served four years with 
the Federal Miniature Lamp 
Division before returning to 
Cleveland as assistant to Mr. 
Quinn in the newly formed re- 
frigeration department. When 
the Hotpoint division was formed 
in 1933, he was made manager. 





National Lead Co. Discontinues U. S. Cartridge Lines 
Continued by Winchester Through Wholesalers 


Effective Jan. 1, 1937, the 
loaded shells and metallic cart- 
ridge lines formerly sold under the 
brands of the United States Cart- 
ridge Co., a division of the Na- 
tional Lead Co., will be distrib- 
uted by the Winchester Repeat- 
ing Arms Co., New Haven, Conn. 
For more than 10 years U. S. 
Cartridge products have been 
produced by Winchester but sold 
through National Lead Co. 
branches. The National Lead 
Co. now retires from the am- 
munition field and the former 
sales activities of its United 
States Cartridge Co. will be 
handled entirely by Winchester. 


Announcing this change, just 
before the close of 1936, the Na- 
tional Lead Co. made the fol- 
lowing explanatory announce- 
ment: 


“In the fall of 1926 the 
United States Cartridge Co. 
sold its machinery and 
equipment to the Winches- 
ter Repeating Arms Co. and 
entered into a _ contract 
under which the Winchester 
Co. manufactured for the 
United States Cartridge Co. 
its line of shells and metallic 
cartridges in accordance 
with U. S. _ established 
standards. This contract 
has now expired and after 
a thorough canvass of indus- 
try conditions the United 
States Cartridge Co. has 
deemed it best to discon- 
tinue the sale of ammuni- 
tion and has arranged with 
the Winchester Repeating 
Arms Co. to® continue the 
distribution of United States 
loaded shot shells and me- 
tallic ammunition, after Dec. 
31, 1936. 

“As it has always been 
our desire to keep you fully 
advised regarding important 
changes affecting your inter- 
ests we are sorry that cir- 
cumstances have made it 
impossible to give you earlier 
notice in this instance. 


“The pleasant and co- 





operative relations existing 
between the United States 
Cartridge Co. and the own- 
ers of the Winchester Re- 
peating Arms Co. in 1926 
have been continued under 
the present owners who took 
control of this business in 
1931. In view of these rela- 
tions we trust that it will be 
possible for you to continue 
to place your ammunition 
business with the Winchester 
Repeating Arms Co. 

“In discontinuing our con- 
nections as selling agents 
for the United States Cart- 
ridge Co. we wish to express 
our hearty appreciation for 
the splendid support which 
you have given us and our 
assurance that we deeply re- 


gret our inability to con- 
tinue to serve you as in the 
past. 


“With every good wish for 
the year to come.” 


—National Lead Co. 
Supplementing this announce- 
ment by the National Lead Co., 
the Winchester Repeating Arms 
Co. confirms the change and 


| pledges a wholesaler distribution 


pdlicy with suggested resale 
prices, the same basis on which 
Winchester products are being 
sold. The Winchester statement 
is as follows: . 
“The above letter issued by 
the various National Lead Co. 


branches to their ammunition 
customers indicates the contin- 
uance of the U. S. brand of 


ammunition and loaded shells by 
Winchester, and we are pleased 
to confirm that fact. 

“Furthermore, we may say that 
in merchandising this brand we 
expect to do so on the same 
basis as the Winchester brand 
has been merchandised during 
1936 and as it will be in 1937, 
namely, through the jobbing 
trade, with recommended resale 
prices to the dealer trade. 

“U. S. brand ammunition and 


| shells will be of the same high 


quality as Winchester.” 


WARREN, MFRS. AGENT 
MOVES OFFICES 


W. T. Warren has moved his 
offices from 175 Fifth Ave., New 
York City, to 17 Warren St. 
New York City, where he oc- 
cupies the entire second floor. 
The new quarters have ample 
display space and facilities for 
carrying a limited emergency 
stock. 





W. T. WARREN 


As a manufacturers agent, 
covering an area from Boston, 
Mass., to Philadelphia, Pa., and 
selling only through wholesalers 
and mill supply distributors, Mr. 
Warren represents the New 
Standard Mfg. Co., Mt. Joy, Pa.; 
Greenview Mfg. Co., Chicago, 
Ill.; Stampit Corp., Brookfield 
Ill.; Perfection Mfg. Co., St. 
Louis, Mo., and the Tredennick 
Paint Mfg. Co., Meriden, Conn. 
He is also seeking one or two 
additional non-conflicting _ lines. 

The telephone number of the 
new offices is Cortland 7-7253. 





ROCHESTER ASSN. 
ELECTS OFFICERS 


At the Dec. 9 meeting of the 
Rochester Retail Hardware As- 
sociation, presided over by Mat- 
thews C. Wilson, outgoing presi- 
dent, fifteen members gathered 
to elect association officers for 
1937. George Waterhouse, Sr., 
Pittsford Hardware Store, Pitts- 
ford, N. Y., was elected presi- 
dent, while his son, George 
Waterhouse, Jr., was elected 
secretary. Other officers elected 
include Phillip Gutkin, vice- 
president; William Van Dussen, 
treasurer; J. P. Josh, financial 
secretary; Clifford Wilson, Frank 
J. Simmons, and H. W. Clark, 
directors. 

John Foley, secretary of the 
New York State Retail Hardware 
Association was a guest at the 
meeting. There was also an 
informal discussion on _ the 
Rochester Hospital Service Plan, 
which is to be the topic of the 





next regular meeting. 
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PRATT & LAMBERT MAKE 
SERVICE AWARDS 


Following a long-established 
custom, employees of the Buf- 
falo, N. Y., and Fort Erie, N. Y.. 
factories and officials of Pratt 
& Lambert Inc., assembled 
Thursday afternoon, Dec. 24, in 
the Tonawanda St. plant for the 
annual presentation of service 
awards and distribution of tur- 
keys. Music, holiday decorations 
and the spirit of Christmas, 
temporarily transformed the 
company’s administration build- 
ing into a scene of Yuletide 
festivity. 

The presentation of awards 
was made by Harold E. Web- 
ster, president of the company, 
following a brief address in 
which he thanked the employees 
for their loyalty and cooperation 
in the progress of the company’s 
business during 1936. 

Watches, awarded for 20 
years’ service went to Grace S. 
Jones, John Effinger, Frank H. 
Hemperly, James H. Schabel, 
and Stanley E. Walgate. Cuff 
links, especially designed as 10 
year awards went to Frank 
Bezlobanko, Frank _ Brucato, 
Samuel Gould, Herbert Harri- 
son, Irving Hiam, Albert Kol- 
pack, Vincent Nardozzi, Charles 
Pfalzer, all of the Buffalo plant; 
and to John Coutts, Harley I. 
Zintel, and Thomas Horn, of the 
Fort Erie factory. For her 10 
years’ service Norine Tobin, 
Buffalo, received a platinum pin. 

At New York, in recognition 
of 10 years’ service, May R. 
Balda received a platinum pin 
and Stanford Lenox a pair of 
cuff links. Turkeys were like- 
wise distributed at the New 
York and Chicago plants. 





NICHOLAS & DIEHL 
DISSOLVE PARTNERSHIP 


Nicholas & Diehl, wholesale 
and retail hardware and paint 
firm of Quakertown, Pa., has 
dissolved its partnership as of 
Jan. 1, 1937. A. H. Nicholas 
has purchased the entire hard- 
ware, paint and store stock as 
well as the real estate located 
at East Broad and Hellertown 
Ave., Quakertown, where he will 
continue the hardware line 
under the name of A. H. Nich- 
elas. C. S. Diehl will take over 
the plumbing and heating lines 
and will conduct his business at 
Franklin & Hellertown Ave., 
Quakertown, under the name of 
C. S. Diehl. 


CORRECTION 


On page 53 of the Dec. 3 is- 
sue of HarRpWARE AGE, it was 
announced that Louis Shulman 
of the retail hardware firm of L. 
Shulman & Son, 95 Ferry St., 
Newark, N. J., had become as- 
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AMERICAN STEEL & WIRE CO. ANNOUNCES NEW WIRE FENCE 





At the Stevens dinner: Left to right are H. A. Squibbs, assistant general manager of sales, 


American Steel & Wire Co.; F.C. 


Elder, chief metallurgist; W. H. Cordes, sales promotion and 


advertising manager, and M. W. Reed, assistant to the vice-president and chief engineer. 


Five years of research work 
by engineers of the American 
Steel & Wire Co., Chicago, IIl., 
culminated on Dec. 16 when the 
company’s All-American Long- 
life ‘fence was exhibited to 
selected guests at the Hotel Stev- 
ens, Chicago. Both the new 
type of wire and the familiar 
dull-appearing old type were ex- 
hibited in striking contrast at 
the dinner. 

The All-American  Longlife 
fence wire is the result of work 
carried on under the direction 
of M. W. Reed, chief engineer, 
and F. C. Elder, chief metal- 


lurgist, of the American Steel 
& Wire Co., Chicago, in coopera- 
tion with technicians of the 
Tennessee Coal, Iron & Railroad 
Co., Birmingham, Ala., and the 
Columbia Steel Co., San Fran. 
cisco, Cal. 

The new wire, manufactured 
under a recently patented proc- 
ess, consists of a wire core of 
full content copper bearing steel, 
a zinc iron alloy, which forms 
a close chemical bond between 
zinc and steel, and a heavy outer 
coating of uniformly applied 
commercially pure zinc. The 
All-American fences will be 


sold, it was announced, under 
a “guarantee of quality,” which 
guarantees “threefold protection 
against rust.” 

The new invention has made 
necessary the installation of 
special machinery in plants of 
the three manufacturing com- 
panies. Production was started 
three months ago and the new 
fence will be on the market in 
January. Besides the improve- 
ment in appearance due to its 
luster, the long-life process is 
said to give rust-protection 
hitherto impossible. 





sociated with the Soss Mfg. Co., 
as manager of its Detroit divi- 
sion. The announcement should 
have read that William Shulman 
is associated with the Soss Mfg. 
Co. as cost accountant. Louis 
Shulman is still conducting his 
business in Newark. 





N. Y. DISTRIBUTOR TO 
HOLD OPEN STORE WEEK 


Montauk Paint and Wall 
Paper Co., wholesale distributor, 
will hold its annual Store Week 
from Monday, Jan. 18 through 
the entire week to Jan. 25, at its 
offices and warehouses, 49-57 
Throop Ave., Brooklyn, N. Y. 
The entire organization, includ- 
ing all salesmen, will be on hand 
during the week but no orders 
will be taken and none solicited. 

Experts will be present to 
render advice on every angle of 
the paint business and demon- 
strations of textures, Minwax, 
Luminal, and other products will 
be made. A complete display of 
Hanlon and Goodman brushes 
from the raw bristles to the 
finished brush will be shown. 

For the convenience of deal- 
ers who cannot attend week 





days, the buildings will be open 
Sunday, Jan. 24, from 10:00 
a. m., to 4:00 p. m. 


NATIONAL CAN ACQUIRES 
PITTSBURGH CAN CO. 


The National Can Co., sub- 
sidiary of McKeesport Tin Plate 
Co., has acquired the business 
of the Pittsburgh Can Co., Pitts- 
burgh, Pa., manufacturer of steel 
kegs and pails. The Pittsburgh 
Co. has manufactured this line 
of containers for over 25 years 
and its addition to the National 
Can products will round out the 
latter company’s line for paint, 
oil, varnish and chemical manu- 
factures and allied lines. 





BETHLEHEM STEEL CORP. 
BUYS PIPE CONCERN 


Bethlehem Steel Corp., Beth- 
lehem, Pa., has purchased the 
Taubman Supply Co., distribu- 
tors of pipe in the mid-continent 
oil fields. The latter company’s 
name will be changed to the 
Bethlehem Supply Co., but its 
management will remain  un- 
changed. 


= 





TYRONE FUEL & SUPPLY 
CHANGES NAME 


The Tyrone Fuel & Supply Co., 
Tyrone, Pa., has changed its 
name to the Miller Brothers Co., 
effective Jan. 1, 1937. The new 
company will assume the assets 
and liabilities of the old com- 
pany and will be a co-partner- 
ship consisting of Nevin N. 
Miller, general manager, Harry 
R. Miller, manager of the fuel 
and building materials depart- 
and Kenneth N. Miller, 
manager of the hardware 
electrical department. No change 
will be made in the ownership, 
management or financial stand- 
ing of the company. 


ment, 
and 


The firm was organized in 
1909 as the Tyrone Fuel & Sup- 
ply Co. and has since been in 
In 1933 
department 
electrical 

depart- 


continuous operation. 
a hardware was 
added and 
department. As 
ments became prominent in the 
decided to 
change the name of the .com- 


since an 
these 
business, it was 


pany to a more suitable one. 
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J. M. WATSON WITH 
JONES & LAUGHLIN 


J. M. Watson has become as- 
sociated with the Jones & Laugh- 
lin Steel Corp. district sales of- 
fice at Detroit. For many years 
Mr. Watson has been a metal. 
lurgical engineer of the Hupp 





J. M. WATSON 


Motor Car Co., Detroit, and the 
Sheldon Axle Co., Wilkes-Barre, 
Pa. He has been active in sev- 
eral technical societies, having 
served in 1931 as president of 
the American Society for Met- 
als, and treasurer of that or- 
ganization in 1928 and 1929. He 
has also served as chairman of 
the iron and steel division of 
the Society of Automotive En- 
gineers from 1924 to 1930 and is 
also a member of the American 
Society for Testing Materials, 
and the (British) Iron and Steel 
Institute. 


ARTHUR H. BROWN, INC.., 
ADDS SALESMEN, LINES 


Arthur H. Brown, Inc., manu- 
facturers’ representatives, with 
headquarters at 200 First St., 
Cambridge, Mass., has announced 
the appointment of three sales- 
men. Harry C. Boyd, formerly 
with Corbin, is in charge of the 
builders hardware division for 
the Brown organization and Al- 
bert M. Butler is covering Maine, 











New Hampshire and Vermont. 
F. D. Taylor is now handling 
the Connecticut territory for 
Arthur H. Brown, Inc. 

The Brown organization has 
recently become representative 
for: Quaker Mfg. Co., Chicago, 
Ill.; C. Hager & Sons Hinge 
Mfg. Co. and Clinton Lock Co., 
Clinton, Iowa. 





PEASLEE-GAULBERT 
PROMOTES KELLY 


E. P. Kelly, sales manager of 
the Peaslee-Gaulbert Paint & 
Varnish Co., Inc., Louisville, 
Ky., was recently made vice- 
president and general manager, 
succeeding the late S. E. Booker, 
who had been in charge of that 
division since Devoe & Raynolds 
Co., Inc., purchased the paint 
and varnish business of the old 
Peaslee-Gaulbert Co. Mr. Kelly 
joined the Peaslee-Gaulbert Co. 
about 20 years ago and traveled 
for the company for about 10 
years, then joining the sales of- 
fice in Louisville. 

STANLEY ELECTRIC 
TOOLS DISTRIBUTOR 


J. Russell & Co., Inc., Hol- 
yoke, Mass., has added the com- 
plete line of Stanley electric 
tools, manufactured by the 
Stanley Electric Tools Division, 
The Stanley Works, New Brit- 
ain, Conn., to its stock of sup- 
plies, tools, and equipment for 
the industrial and automotive 
trade. J. Russell & Co., Inc., 
is well known in New England, 
having been supply distributor 
since 1848. 


JOHN K. WILSON CO.’S 
50TH ANNIVERSARY 


John K. Wilson Co., Baltimore, 
Md., manufacturers’ representa- 
tive direct to wholesale hardware, 
mill supply and saddlery firms 
throughout the southern and 
southwestern states celebrated its 
fiftieth business anniversary on 
Dec. 26. The business was es- 
tablished on that day in 1886 by 
the late Charles Wier and John 








| 
| 





K. Wilson under the name of 
Wier & Wilson and was changed 
to its present name, Jan. 1, 1914. 








R. W. HULL 


Has recently been appointed 
assistant manager of the bar 
sales division, Republic Steel 
Corp., Cleveland, Ohio. 





CHICAGO HOUSEWARES 
CLUB ELECTS OFFICERS 


Harry B. Klusmeyer, vice- 
president, Aluminum Products 
Co., La Grange, Ill., was re- 


elected president of the Chicago 
Housewares Club at a recent 
Thanksgiving party. E. C. Me- 
Carthy, Carson Pirie Scott & Co., 
was reelected vice-president and 
Warren Edwards, secretary. Louis 
Zimgrave was chosen new trea- 
surer and a member of the board 
and George H. Brown, Marshall 
Field & Co., was also elected to 
the board. About 200 members 
of the club and their guests par- 
ticipated in the festivities, which 
included dinner and music. 





T. W. CAHILL WITH 
MARWIN MFG. CO. 


T, W. Cahill, formerly sales 
manager the Marlin Firearms 
Co., New Haven, Conn., has be- 
come associated with The Marwin 
Mfg. Co., 539 Chapel St., New 
Haven. 





MASBACK HDWE. NAMES 
NEW CREDIT MANAGER 


Frank V. Barrett, former divi- 
sional credit manager of the 
Masback Hardware Co., Inc., 
wholesale, 326-330 Hudson St., 
New York City, has been ap- 
pointed credit manager of the 
organization. 





FRANK V. BARRETT 


Mr. Barrett, who was formerly 
affiliated with the Brecht Co., St. 
Louis, has been with the Mas- 
back organization since 1925. 
Here he supervised the operation 
of the return goods and adjust- 
ment departments before he was 
promoted to the credit depart- 
ment. He has served as divi- 
sional credit manager for many 
years and during that period 
gained an intimate knowledge 
with dealers’ credit and financial 
problems. 

Mr. Barrett will have three as- 
sistants who will supervise credit 
conditions in the following terri- 
tories: F. Gros, Delaware, New 
Jersey, Maryland, Pennsylvania, 
Virginia, and Staten Island; E. 
Hewitt, Connecticut, Upper New 
York State, the Bronx and Man- 
hattan; L. Peck, Long Island, 
Rhode Island, Brooklyn, New 
Hampshire, Massachusetts, Maine 
and Vermont. 








This group of Republic salesmen and officials recently visited the site of the new fence and wire mills now under construction 
for the Republic Steel Corp., Cleveland, Ohio. 
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SALES CONVENTION OF 
JOHN LUCAS & CO. 


At the international conven- 
tion of salesmen of John Lucas 
& Co., Inc., Philadelphia, Pa., 
held at the Hotel Traymore, 
Dec. 28, 29 and 30, Walter A. 
Gorrell, vice-president and gen- 
eral manager spoke on the sub- 
ject, “America is geared up and 
is running high.” Citing the 
company’s own production fig- 
ures as proof, Mr. Gorrell stated 





WALTER A. GORRELL 


that the month of December set 
an all-time peak in the 87-year 
history of Lucas paints. Thou- 
sands of dollars are being spent 
on new equipment and ma- 
chinery to meet increased de- 
mands. 

“The Robinson-Patman Act,” 
commented Mr. Gorrell, “is a 
necessary thing. It is enabling 
the entire paint industry to put 
its house in order . . . to elim- 
inate the maze of discounts and 
rebates, which have become an 
inherent evil. Reputable manu- 
facturers may now adhere to a 
published scale of discounts 
without being subjected to the 
constant cut-throat tactics of less 
ethical paint makers.” 

Mr. Gorrell predicted for 1937 
a demand for paint which would 
tax the peak production of paint 
manufacturers. “The shroud of 
gloom has been cast aside,” he 
said. “America is rebuilding! 
America needs painting!” 





ISSUES STATEMENT 
ON “ROTENONE” 


The Hammond Paint & 
Chemical Co., Beacon, N. Y., 
manufacturers of insecticide re- 
cently issued a printed statement 
on “Rotenone,” entitled “Is Ro- 
tenone Poisonous or Non-Poison- 
ous to Humans?” D. B. Faloon, 
head of the Hammond Paint & 
Chemical Co., says in the state- 
ment, in part, “During the past 
several weeks, many persons 
vitally interested in the insecti- 
cide industry, more particularly 
in pyrethrum products, have held 
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out as true, certain statements 
to the effect that rotenone was 
now considered to be an eco- 
nomic poison. Pamphlets, with 
technical references have been 
used to promote this contention, 
but in all cases only a part of 
the facts are presented, or they 
are so construed that they are 
given an erroneous impression. 

“The most generally used 
citation of fact is the report 
made by a pharmacologist in 
which it was stated that ro- 
tenone, when placed in solution 
and injected into the veins of 
certain animals, caused death. 
That rotenone might cause the 
death of a rabbit under these 
conditions is not disputed, but 
this has no bearing whatsoever 
upon the usefulness of rotenone. 
Under no conditions would it 
be used for human consumption 
intervenously. Following 
the same erroneous reasoning, it 
could be contended that com- 
mon salt should be classed as a 
poison because cases could be 
cited where highly concentrated 
saline enemas had caused the 
death of infants. To classify 
rotenone as being poisonous 
simply because of the result of 
a spectacular, impractical and 
irrelevant experiment is _ not 
logical and reasonable.” 

Mr. Faloon’s statement point- 
ed out that “Rotenone products 
are never used in a concentrated 
form under practical conditions. 
When used in the form of a 
dust, cube or derris powders are 
diluted with inert substances 
such as tale or powdered clay 
to such an extent that only % 
of 1% rotenone is present and 
that rarely, if ever, does a dust 
mixture contain over 1% ro- 
tenone.” 

DEVOE & RAYNOLDS 
SALES CONVENTION 


At the annual sales meeting 
of Devoe & Raynolds Co., Inc., 
1 W. 47 St., New York City, in 
the Hotel Commodore, Dec. 10 
and 11, the highlights were an- 
nouncements of improved prod- 
ucts; increased advertising 
space; and an interesting dis- 
cussion of the Robinson-Patman 
Act. The conference was at- 
tended by all branch managers 
and salesmen representing east- 
ern divisions of the company. 

E. S. Phillips, president, 
opened the session on Thursday 
morning and spoke of the great 
strides made in general business, 
the industry, and in the com- 
pany. He was followed by E. 
D. Peck, vice-president and gen- 
eral manager, who talked about 
1936 sales results and outlined 
the company’s sales policy for 
1937. A feature of his talk 
covered company operations 
under the Robinson-Patman Act. 





Other speakers of that session 
included deLancey Kountze, 
chairman of the board, and A. 
C. Stephan, treasurer. 

The afternoon was devoted to 
the 1937 programs of the 
painter department and _ the 
brush department and were 
presented by their respective 
managers, G. S. Merwin and 
A. H. Mohrhusen. 

On Friday morning, Ivor Ken- 
way, advertising manager, pre- 
sented the 1937 advertising and 
merchandising plan and Dr. J. 
S. Long, chemical director, fol- 
lowed with a report of technical 
developments made during the 
year. In the afternoon, C. B. 
Moore reported the progress 
made in his maintenance depart- 
ment and T. J. Kenny, manager 
of trade sales distribution, re- 
viewed the work of the salesmen 
in securing new accounts for 
the past year. Mr. Kenny pre- 
sented a cup to the Atlanta 
Branch and made awards to 
individual salesmen for  out- 
standing performances in this 
activity. Mr. Phillips and Mr. 
Peck closed the meeting with 
brief talks. A banquet, that 
evening, closed the two-day con- 
ference. 

The eastern meeting was fol- 
lowed by a mid-western meeting 
at the Knickerbocker Hotel, 
Chicago, Dec. 14 and 15, under 
the chairmanship of E. T. Gray, 
district manager, and a South- 
western meeting at the Pickwick 
Hotel, Kansas City, Mo., Dec. 
16 and 17, under the chairman- 
ship of Ralph P. Doak, manager 
of the Southwestern district. 

ZIEGELMEYER RETURNS 

TO HIS DESK 


J. E. Ziegelmeyer has recovered 
his health and returned to his 
duties as president vf the Huey 
& Philip Hardware Co. Dallas, 





J. E. ZIEGELMEYER 


Tex. Mr. Ziegelmeyer had spent 

several months in a Dallas hos- 

pital. His return occasioned | 
much rejoicing among his store 

associates ‘and the hardware fra- | 
ternity of the Southwest. 





BLOOD IN CHARGE OF 
BORG-WARNER DIVISIONS 


Howard E. Blood, president 
Norge Division, Borg-Warner 
Corp., Chicago, Ill., has been ap- 
pointed executive vice-president 
in charge of operations of the 
various divisions of the corpora- 
tion, which includes 16 plants in 
five states, and connections 
throughout the world. Known 





HOWARD E. BLOOD 


as leading producers of automo- 
tive equipment and_ supplies, 
the corporation is also prominent 
in the marine, aviation, agricul- 
tural, automotive and household 
appliance industries. 

The local management of the 
Borg-Warner divisions will con- 
tinue as in the past, Mr. Blood’s 
new duties consisting of certain 
responsibilities pertaining to the 
general supervision of the opera- 
tion of the corporations. He 
will also continue as president of 
Norge division, which position 
he has held since 1929, and of 
the Detroit Vapor Stove and De- 
troit Gear and Machine divisions. 
His activities in this connection 
will continue from the offices of 
Norge division in Detroit. 


SEEKS HARDWARE LINES 
FOR HOLLAND 


W. L. Cohen, of the firm of 
N. V. Handel Mij “Conimex,” 
Amsterdam, Holland, whose lo- 
cal address is N. Z. Voorburgwal 
120/126, has been visiting the 
United States, is seeking addi- 
tional lines in the hardware and 
automotive fields to sell through 
wholesalers in Holland. He is 
a director of the company and 
represents the Crescent Tool Co., 
Jamestown, N. Y., in Holland 
and the Dutch colonies. Mr. 
Cohen, who covers all of Hol- 
land and its colonies, recently 
spent five weeks in this country, 
during which he visited the of- 
fice of Harpware Ace. He re- 
ports a good general business 
progress in his country. 
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AMERICAN FORK & HOE CO. 
REORGANIZES SALES DEPARTMENT 


George T. Price, vice-president 
in charge of sales, The American 
Fork & Hoe Co., 1623 Euclid 
Ave., Cleveland, Ohio, announces 
some changes in the sales depart- 
ment set-up with sales areas tak- 
ing the place of former product 
divisions. Under the new plan, 
Mr. Price continues to head the 
sales organization with John O. 
Findeisen as his immediate as- 





GEORGE T. PRICE 


sistant, and has divided the 
Linited States into the Northern- 
Western District and the South- 
ern-Eastern District. C. H. Wag- 





ner has been appointed sales 
manager of the Northern and | 
Western District, and assisting 


him will be Robert Raymond. W. 
A. Shepard has been appointed 
sales manager of the Southern 
and Eastern district, with R. T. 
Pinder as his assistant. 

H. C. Branahl will be a con- 





sultant and will specialize on 
shovel sales, while W. F. Bas- 
sett, who will also be a_ con- | 


sultant, will specialize on repair | 


handle sales. The representatives 
will make their headquarters in 
central points in their territories, 
where they will keep in 
contact with the company’s dis- 


close 


tributors. 

The Steel Goods, Kelly, and 
Skelton Shovel Division will in- 
clude the following salesmen: C. 
B. Chancellor, Norvell Chancel- 
lor, T. F. Connors, T. A. Lawson, 
C. B. Myers, G. E. Rabens, P. 
N. Russell, M. D. Swift, R. C. 
Taft, Jr., C. A. Trigg and L. H. 
Turner. 

The sporting goods sales and 
correspondence will be handled 
from the factory at Geneva, Ohio, 
with J. K. Kinnear as sales man- 
ager. This department will in- 
clude the following salesmen: M. 
D. Chalkley, Sterling Moulton 
and H. F. Wellman. 

S. L. Henderson will be sales 
manager for the Railway Appli- 
ances Division, which will in- 
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clude: Frank J. Reagan, F. C. 
Stowell, J. J. Nolan, G. L. Dunn 
and C, E, Irwin. 

A newly established sales plan- 


ning and promotion department | 


will be in charge of Henry H. 
Hespen, formerly of Supplee- 
Biddle Hardware, Philadelphia. 
John H. Graham & Co., Inc., 113 
Chambers St., New York City. 
will continue as export agents 
and special representatives ot 
The American Fork & Hoe Co. 





A. E. WALKER JOINS 
PITTSBURGH STEEL 


A. E. Walker, president of 
Truscon Steel Co. and Niles 
Steel Products Co., subsidiaries 


of the Republic Steel Corp., was 
appointed executive vice-president 
of the Pittsburgh Steel Corp., 
Pittsburgh, Pa., effective Jan. 1. 

Mr. Walker was associated 
with the Riter Conley Co., now 
part of the Bethlehem Steel Co., 


in 1910. In 1911 he entered the 
employ of the LaBelle Iron 
Works, since merged with the 


Wheeling Steel Corp., serving as 
a salesman until 1916, when he 
became connected with the Re- 
public Iron & Steel Co., Youngs- 
town, Ohio. In 1919 he was ap- 





| ager of sales and in 1936 was 








A. E. WALKER 


pointed assistant general man- 
ager of sales for that company 
and general manager of sales in | 
1928. When the Republic Steel | 
Corp. was formed in 1930, Mr. 
Walker was made general man- 


appointed to the presidencies of 
the company’s two subsidiaries. 
D. J. GREGORY JOINS 
FARQUHAR CO. 

D. J. Gregory has become as- 
sociated with A. B. Farquhar 
Co., Ltd., York, Pa., as chief 
engineer of its hydraulic press 





division. This 80-year-old firm 
is expanding its hydraulic press 
division, which includes high 
speed production presses, hot and 
cold process presses and automatic 
and semi-automatic types. Mr. 
Gregory comes to his new posi- 
tion after much experience in 


plants in Europe and the United 
designer 


of high 


States as a 





D. J. GREGORY 


speed hydraulic presses. He has 
developed new, modern hydraulic 
presses for the hardware, rub- 
ber, plastic materials, metal 
trades, fibre, veneer, paper, avia- 
tion, electrical, and processing 
industries. 


GIBSON DISTRIBUTORS PREVIEW NEW LINE 





One hundred and twenty-five distributors attended the two-day sales convention of the Gibson 
Electric Refrigerator Corp., held Dec. 4 and 5 in the Pantlind Hotel, Grand Rapids. The view 
above is of the banquet held the evening of Dec. 4. The trio in inset are, reading from left to 
right: N. S. Reeves, Wright & Wilhelmy Co., Omaha, Neb.; C. J. Gibson, president, Gibson 
Electric Refrigerator Corp., and Wesley F. Ewinger, J. H. Ewinger & Son, Burlington, Iowa. 

While at the convention, the distributors viewed the new 1937 line of refrigerators, which 
included 12 models ranging from the 4-foot Standard to the 8-foot Custom Built porcelain. John 
L. Stephens, sales promotion manager of Gibson, demonstrated the uses of each of the various sales 
promotion pieces and displays and announced an advertising and merchandising program, based 
The hermetically sealed Gibson MonoUnit Compressor was 
explained by W. D. Krauter, service manager of Gibson, along with a “sales-service-engineering” 
exposition of the Freez’r Shelf, the Balsalm Wool insulation and the Gibson Guardian—all with 
the aid of cut-away units and cabinets. Gibson executives were highly pleased with the comments 
of the distributors, who expressed themselves as being enthusiastic about the product and the 


on a “four-essential formula.’ 


selling program. 
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Terre is a substantial and grow- 
ing market for a quality built and popular priced 
power mower. Power mower sales have shown 
a definite upward tendency during the past two 
years. The Hardware Trade has found in the 
power mower a specialty item of wide sales and 
profit possibilities. The market includes, in addi- 


tion to individual home owners in medium in- 
bd come brackets, parks, funeral homes, small 
cemeteries, and public institutions. 


“?CLINCHERS”’ New type WM % HP Briggs Dollar for Dollar, It is the Greatest of All 
& Stratton engine. The finest Low Priced Mowers 
¥ New Type WM 14 HP Briggs 


endl Ginette Dishes. ich Cooper invades the low priced field with the new 
“Clipper’’, challenging the world with more-for- 
the-money value and reliability. 


The new “Clipper’’ is all that you expect a fine, 

full-powered mower to be. It is a high grade, full 

size power cutting unit. . . a model of simplicity. 
Also a complete line of Cooper Power 


units for cemetery, park, golf course, indus- 
trial and institutional use, from 20” to 56”. 


Write your jobber or ask us to supply prices and terms. 
Be the first in your territory to take advantage of the 
profit possibilities offered by the new Cooper “Clipper”. 


¥ Heavy Duty Worcester 
Quiet-Mo (Special) DeLuxe 
Highest Quality Rubber- 
tired Cutting Unit 


¥ 18” Fully Adjustable High 
Grade Ball Bearing Reel. 


¥ Best Quality Rubber Tires. 
¥ Priced With the Lowest. 
¥ All Clutches Eliminated. 
¥ Aluminum Alloy Deck. 
¥ Easy Starting Motor. 

¥ Weight, 105 lbs 











Worcester Quiet- 
Mo (Special) De- 
Luxe cutting unit, 
with ball bearing f 

reel, 





List Price $79.50 
F. O. B. Marshalltown, Iowa 


COOPEH MANUFACTURING CO. 


MARSHALLTOWN, IOWA 
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. AMBRICAN HARDWARE SUPPLY CO. REPORTS SALES UP IN 1936. NEW MEMBERS ADDED 


Directors of the American 
Hardware Supply Co. met at the 
company’s offices, 41-43 Terminal 
Way, Pittsburgh, Pa, on Dec. 14 
and declared patronage dividends 
for the last half of 1936 in an 
amount equivalent to 30 per cent 
on paid in capital Wm. M. 
Stout, general manager of the 
dealer-owned hardware firm, re- 
ported that sales and earnings in 
1936 were the largest in years, 
with the sales increase averaging 
35 per cent, while a reduction in 
expense in ratio to sales was ef- 
fected. Mr. Stout also reported 
the company’s inventory as being 
increased substantially during the 





year, with larger quantities of 
staple items being carried and 
many new lines being added to 
stock. In commenting on the 
firm’s roster of stockholders, Mr. 
Stout said that it had shown a 
healthy growth in 1936 with many 
additional well-known retail 
hardware stores being listed as 
new members. 

Standing (left to right): John 
A. Ditz, Sr. Ditz & Mooney 
Hardware Co., Clarion, Pa.; J. R. 
Andrews, Adamsville, Pa.; J. E. 
McGeary, Leechburg, Pa.; H. M. 
Kirk, Sr., Kirk-Hutton Co., New 
Castle, Pa.; J. M. Scott, secre- 








ROBERT H. TREMAN 


Robert H. Treman, 78, for 
many years prominent in hard- 
ware circles in New York State 
and a prominent financier, passed 
away Jan. 4 of heart failure. Mr. 
Treman for many years was pres- 
ident of Treman King & Co., 
wholesale, Ithaca, N. Y., and 
later chairman of the board. He 
entered the firm upon his gradu- 
ation from Cornell University. 





ROBERT H. TREMAN 


He served the National Whole- 
sale Hardware Association as 
president in 1918 and 1919, hav- 
ing formerly been active as vice- 
president, and also as a member 
of the executive committee. Mr. 
Treman was a past-president of 
the New York State Jobbers’ As- 
sociation. In 1932 he was pre- 
sented with the “award of merit” 
by the Hardware Merchants’ and 
Manufacturers’ Association of 
Philadelphia, as an outstanding 
individual connected with the 
hardware industry. 

In banking circles, Mr. Tre- 
man gained prominence as an 
active Senior Deputy Governor of 
the Federal Reserve Bank of 
New York State and for a time 
during the war, was Acting Gov- 
ernor of that bank. He was a 
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director of the Tompkins County 
National Bank and its president 
from 1902 to 1932 and then pres- 
ident of the Ithaca Trust Co. 
from 1932 to 1935 and president 
after the consolidation of the 
two banks under the title of the 
Tompkins County Trust Co. in 
1935. 

Mr. Treman was chairman of 
the Finger Lakes State Parks 
Commission of New York State 
since its foundation in 1924 and 
donated to the state the Enfield 
Falls Park of 640 acres and the 
Buttermilk Falls Park of 420 
acres. In addition, he has do- 
nated to Tompkins County, 
N. Y., the Taughannock Falls 
Park of 300 acres. 

His wide experience and keen 
judgment made his counsel and 
advice of unusual assistance in 
the conduct of the various busi- 
nesses in which he was associ- 
ated. His passing will be a source 
of real sorrow to all who knew 
him. Mrs. Treman and two sons, 
Major Robert E. and Albert H. 
Treman, survive. 





W. LOWELL ROBERTSON 


W. Lowell Robertson, 44, gen- 
eral manager of the Robertson 
Steel and Iron Co., Cincinnati, 
Ohio, and president of the Hill 
Brown Fence Co. of that city, 
passed away Jan. 2 after a brief 
illness. Mr. Robertson was the 
son of the founder of the steel 
and iron company and after 
graduating from Yale in 1914, 
joined his father in the business, 
succeeding to the management of 
the company upon the retirement 
of the senior Robertson. His 
widow and two children survive. 


GEORGE C. WALZ JR. 


George C. Walz, Jr., 53, promi- 
nent hardware man of Saginaw, 
Mich., passed away recently. Mr. 
Walz entered the hardware :busi- 
ness founded by his father, 





OBITUARY 








tary and assistant treasurer, W. 
M. Scott & Co., Carnegie, Pa.; 
S. M. Wylie, Wylie Bros., Eliza- 
beth, Pa., and E. A. Hastings, 
treasurer and assistant secretary. 
Seated (left to right): William 
M. Stout, general manager; F. B. 


Post, vice-president, Paul & Post, 
Washington, Pa.; Charles W. 
Scarborough, president, Scarbor- 
ough & Klauss Co., Pittsburgh, 
Pa., and George W. Brown, Punx- 
sutawney Hardware Co, Punxsu- 
tawney, Pa. 








George Walz, Sr., and was presi- 
dent of the Walz Hardware Co., 
Saginaw, at the time of his death. 


MILLARD F. GRIFFITHS 


Millard F. Griffiths, 79, who re- 
tired in 1928 as vice-president of 
the hardware firm of Patterson 
Brothers, 27 Park Row, New 
York City, passed away at his 
home in Amityville, L. I., Jan. 3. 
He leaves his widow, a daugh- 
ter, and a son. 


GEORGE A. F. PERRY 


George A. F. Perry, sales man- 
ager of Chase, Parker & Co., Inc., 
wholesale, Boston, Mass., passed 
away Dec. 19. Mr. Perry entered 
the hardware business when he 
becamé employed by Decatur & 
Hopkins, Boston, and then Bald- 





GEORGE A. F. PERRY 


win & Robbins in 1898. For the 
latter company he worked in the 
office for a time and then trav- 
eled, later becoming sales man- 
ager, which position he held for 
many years. In 1932 Mr. Perry 
became sales manager of Chase, 
Parker & Co. His widow sur- 
vives. 





GEORGE H. GARDNER 


George H. Gardner, 73, vice- 
president of The North American 
Press, Milwaukee, died Dec. 22 
at the Huron Road Hospital, 
Cleveland, Ohio, after an illness 
of a month. 





GEORGE H. GARDNER 


For thirty years he was promi- 
nent in the publishing of cata- 
logs for hardware jobbers and 
was a well known figure at all 
national conventions. 

For many years he conducted 
the Gardner Printing Company, 
Cleveland, Ohio, but spent the 
last year in Milwaukee with The 


‘| North American Press. 


Born in Cleveland, June 8, 
1863, Mr. Gardner was one of 
the first graduates of the Case 
School of Applied Science of 
that city. 

He was the son of Commodore 
George W. Gardner, early Cleve- 
land mayor and one-time busi- 
ness associate of John D. Rocke- 
feller. 

The funeral was held Dec. 24 
from the home of his son, K. H. 
Gardner, in Cleveland, and burial 
in Woodland Cemetery of that 


city. 
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INTERNATIONAL TRUCKS 


ae ee 


31 Models .. 91 Wheelbases 


HALF-TON to SIX-WHEELER 












INTERNATIONAL TRUCKS! There are 31 models in 
91 wheelbases —all hauling needs are completely met with 
these trucks of six distinct types: 


Conventional 4-wheel trucks in 14 models and 41 
wheelbases. 

Two-speed rear-axle trucks in 4 models and 14 
wheelbases. 

Dual-drive 6-wheelersin 4 models and 12 wheelbases. 
Trailing-axle 6-wheelers in 5 models and 14 wheel- 
bases. 

Trailing-axle 6-wheelers with 2-speed driving axle 
—3 models and 8 wheelbases. 

Cab-over-engine truck in 1 model and 2 wheelbases. 


Quality trucks with a 35-year reputation, backed by dealers 
and Company -owned branches everywhere —a matchless 


J and up, service organization. Is it any wonder that men with every 
Chassis kind of trucking job come to International for trucks to 
. f: oO. b. -_ 9 s 
Prices meet their needs completely? All models available on easy 
factory time-payment terms at low rates. Ask for a demonstration. 
. Hydraulic brakes on all models except three 
When you come to International Harvester you heavy-duty units equipped with air brakes. 
can buy just as much truck as you need. Our 
representatives will not ask you to buy more. INTE RNATIONAL HARVESTER COMPANY 


Your own judgment will tell you not to buy less. 


606 So. Michigan Ave. (INCORPORATED) Chicago, Illinois 
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Business 





A price advance of 50 cents 


per keg, on lead head nails, effec- 


tive as of Dec. 22 was recently an- 
nounced by the Deniston Co., Chi- 
cago, Ill. New prices to dealers are 
as follows: $8.75 per keg for bright 
lead head nails; $10.25 per keg for 
galvanized lead head nails and 
$10.75 per keg for drive screw nails. 
* * * 


Advances of from 5 to 15 
per cent have been announced to 
distributors of wheelbarrows manu- 
factured by Red Star Products 
Corp., 12910 Taft Ave., Cleveland, 
Ohio. The new prices were effective 
as of Jan. 2. 

* * * 

The price of ingot copper ad- 
vanced again Dec. 3I to a new high 
level since 1930, at 12 cents per 
pound. Including this latest ad- 
vance, prices of copper moved up 
almost 3 cents per pound during 
1936, and 7 cents above the 1932- 
1933 low. Heavy demand, both in 
this country and abroad, has re- 
duced visible stocks of copper to 
the lowest point in seven years, al- 
though production has been stepped 
up considerably in the last two or 
three months. A number of the 
higher cost copper producers have 
resumed mining operations, now 
that higher prices have made opera- 
tions again profitable. 
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Deniston Lead Head Nails, 
Red Star Wheelbarrows 
Copper and Brass Products 
Ingot Copper. Lead 


etc. 


Some C.K.R. Snow Shovels and 


Furnace Scoops 
Grand Rapids Sash Pulleys 
Super Metal Ball Bearing 
Clothes Line Pulleys 


Some Wahl Co. Pens, and Pencil 


Leads 


Alvin Sterling Silver Flat and 


Hollow Ware 
Grady Tool Wedges 
Crude Rubber 
Some Fletcher Terry Cutters 
Cast Cement Tampers 
Some Master Rules 
Cast Soil Pipe 


Galv. Range Boilers. Steel Pipe 


Couplings 
Lead Products 
Antimony. Lead Pigments 
White Lead 
Steel Wire Screen Cloth 
Window Glass. 
Wrought Steel Washers 


Steel Cut Nails 


JAN. 14 
1937 


ADVANCES BECOMING EFFECTIVE 


Some Central Brass Plumbing 

Brass Goods. Linseed Oil 

Mouse and Rat Traps 

Some Makes Ironing Tables 

Reading No. 78 Apple Parers 

Norcor Metal Folding Tables and 
Chairs. Manila Rope 

L. D. Berger Shanks, Circles, etc. 

Acme Steel Measures 

Moran Round Steel Belt Coup- 
lings 

Radio Tubes. Some Makes Spray- 
ers 

Gem and Star Gasoline Soldering 

Furnace and Repairs 

Some Makes Table Glassware 

One Make Porcelain Bathroom 
Accessories. Eagle Pencil 
Products 

Some Greenfield Tools 

Rubber Products 

Screw-Hook and Strap Hinges 

Seine Twine, etc. 

Some Makes Toilet Seats 

Union Hardware Rods and Reels 

Some Horton Fishing Rods 

Wall Grates and Ash Pit Doors 


DECLINES BECOMING EFFECTIVE 


Some Incandescent Lamps 


ADVANCES BEING ANTICIPATED 


Hand and Compression Sprayers 


Acme Tire Pumps 
Schlage Locks. 
Graton & Knight Belting 
Mechanical Rubber Goods 


Phoenix Casters 


Alvin Co. Sterling Hollow Ware 


Leading Makes Plated 


Copper and brass products 
have of course followed the cop- 
per metal rise. Sheet copper is up 
3% cents from the prices at the 
opening of 1936. Bare, weather- 
proof and magnet wire, copper eaves- 
trough, conductor pipe and ridge 
roll, copper nails and tacks, copper 


Tableware in Sets 

Several Makes of Pipe Wrenches 
Ammunition 

Shingle and Roll Roofing 
Polishing Cloths 

Stove Pipe Dampers 

Rope 


tubing and bars, also soldering cop- 
pers have all had recent and re- 
peated advances. The Okonite Com- 
pany, Hazard Division, announces, 
effective Jan. 4, a mark-up on 
Firekrome Safecote building wire, 
both rubber-covered and _ lead-cov- 
ered. The advance will be approxi- 
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.-- with a Bull’s-eye Sales and Advertising Program 


that’s bigger and better than ever. Consumer-selling 


sound-slide films, new direct mail campaigns, news- 





paper advertising, signs, displays, literature ... all 


you need fo climb fo new sales highs with BARRETT. 
THE BARRETT COMPANY 


40 RECTOR STREET. NEW YORE,N.Y. 2800SO.SACRAMENTO AVE.,CHICAGO,ILL. BIRMINGHAM, ALA. 
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COLLECTIONS 


SAN FRANCISCO—The per- 
centage of wholesale hard- 
ware collections during No- 
vember to the total amount 
due from customers (out- 
standing) on first of month 
was 51.0 per cent in Novem- 
ber, 1936, and 46.4 per cent 
in November, 1935. 


DALLAS—The ratio of whole- 
sale hardware collections dur- 
ing November to accounts 
and notes outstanding on Oc- 
tober 31, 1936, was 51.4 per 
cent. 


MINNEAPOLIS — Wholesale 
hardware accounts and notes 
receivable on November 30 
were plus 1 per cent as com- 
pared with the same month 
last year. 


KANSAS CITY — Wholesale 
hardware accounts collected 
in November, 1936, were plus 
14.6 per cent as compared in 
November, 1935. 


ATLANTA — The wholesale 
hardware collection ratio was 
45.1 per cent in November, 
1936; 51.7 per cent in Octo- 
ber, 1936, and 41.7 per cent 
in November, 1935. 


CLEVELAND — General 
wholesale collections continue 
to show improvement. 


NEW YORK — The per cent 
of wholesale hardware charge 
accounts outstanding October 
31, 1936, collected in Novem- 
ber was 46.6 per cent in 1936, 
and 47.7 per cent in 1935. 


RICHMOND — The percent- 
age of November 1, 1936, 
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wholesale hardware _ receiv- 
ables collected during the 
month was 47.9 per cent. 


PHILADELPHIA—The ratio 
of collections to receivables 
in November, 1936, was 50; 
in October, 1936, was 55, and 
in November, 1935, was 45. 


CHICAGO — The per cent of 
change from November, 1935, 
on whclesale hardware ac- 
counts outstanding was plus 
15.8 per cent and collections 
were plus 21.9, while the ratio 
of accounts outstanding to 
net sales was 180.7. 


ST. LOUIS—Reports relative 
to collections during Novem- 
ber reflected the high aver- 
ages of the past eighteen 
months. Representative  in- 
terests reported on November 





Per Cent of Increase or Decrease im 1936 Per Cent of Increase or Decrease in 1936 
Wholesale Hardware SALES as Compared Wholesale Hardware STOCKS as Compared 


With Corresponding 
(National Averages.) 
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Months of 1935. With Corresponding 


Months of 1935. 
(National Averages.) 
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+238 
+12.0 
tak Coes’ 
+ 3.4 
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+294 
+129 
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+109 + 36 
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+ 5.7 Bank Hoes WX Cr sks 


+ 11.4 
+22.0 
+23.0 
+13.1 
+21.8 
+132 
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+15.0 





collections as follows: Good, 
52.5 per cent; fair, 36.7 per 
cent; excellent, 9.5 per cent, 
and poor, 1.3 per cent. 


mately 10 per cent on No. 4/0 and 
smaller, and approximately 12 per 
cent on sizes larger than 4/0. 


* * 


Lead quotations, starting the 
year at 44% cents per pound, whole- 
sale, at New York, started on an al- 
most continuous series of increases 
about Nov. 1, and culminated in a 
10 per cent or % cent jump on 
Dec. 21, to 6 cents per pound. This 
is the most sensational series of 
moves that lead or any of the metals 
has experienced since 1925, and 
lead is at its high mark since 1930. 


* * * 


Vanufactured lead products 
affected by the rise in their base 
metal, have moved steadily upward. 
Lead pipe, lead traps and bends, 
lead washers, solder and_ babbitt 
metals, and lead shot are only part 
of the lines immediately and corre- 
spondingly affected. Another base 
metal, antimony, used in_ babbitt 
metals, has advanced in sympathy 
with the recent gains in lead, zinc 
and copper. It is quoted at 13%4 
cents per pound, up 10 per cent 
from the 1936 low, and its best price 
since last January. 


* * * 


Ammunition prices, due 
largely to the lead and copper situ- 
ation, were withdrawn on Dec. 24, 
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THERE’S LITTLE DIFFERENCE 
IN THE SIZE OF THE WORLD'S 


2 BIGGEST CATHEDRALS 
. —r4 



































WHATS THE WHY, NOTRE 
WORLD'S BIGGEST DAME, ISNT IT? 
CATHEDRAL, JOHN ? 
til 























... but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


| een an architect may be excused for not being of the nation’s total retail sales are made. No wonder 
sure of the world’s biggest cathedral becausethere __ retailers enjoy a quicker turnover of products adver- 
are others almost as big. But there’s no excuse for not _tised in The American Weekly! 


knowing the world’s biggest magazine. The American , ; 
Weekly is twice as big as its nearest competitor! What The American Weekly is 


Think of it! Every week this tremendously powerful The American Weekly is the largest magazine in 
advertising medium reaches the almost unbelievable _ the world. It is distributed through the great Hearst 
total of nearly 6,000,000 families who read The Amer- Sunday Newspapers. In 627 of America’s 995 towns 
ican Weekly — twice the circulation of any other mag- _and cities of 10,000 population and over, The American 
azine! Thismeansthat whenamanufactureradvertises Weekly concentrates 67% of its circulation. 


in The American Weekly he is giving you, the re- In each of 174 cities, ‘it reaches better than 
tailer, the greatest mass- one out of every two families 
selling support within his In 144 more cities, 40 to 50% of the families 


In an additional 134 cities, 30 to 40% 


power. He is giving you 
In another 175 cities, 20 to 30% | 


the benefit of a tremen- 
dous advertising force... and, in addition, more than 2,000,000 families in 
that reaches into the rich thousands of other communities, large and small, reg- 
buying areas where 81% ularly buy and read The American Weekly. 






The 
AMERICAN 
WEEKLY 

















aueh. 





NEARLY NEAREST ‘*The National Magazine with Local Influence’’ 
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and new prices have not yet been 
announced. 


* * * 


Other prices affected by lead 
include those on lead pigments. Ef- 
fective Jan. 1, base prices of these 
pigments were advanced 1% cent per 
pound, affecting dry white lead and 
basic lead sulphate, blue and white. 
White lead in oil has advanced 1 
cent per pound, effective Jan. 1. 
The differentials on the smaller 
packages have changed. 25 pound 
kegs, heretofore at the same ad- 
vance as 50 pound kegs, are now 
l% cent, instead of 14 cent over the 
100 pound base. 124% pound kegs 
now take %4 cent, instead of % 
cent, advance. Linseed oil followed 
its sharp rise of Dec. 18 with an- 
other mark-up of 1% cents per 
gallon on Dec. 21, and is now 
quoted 634 cents above the level 
reached early in December. 

* * ca 


Jobbers’ prices of window 
glass have been increased approxi- 
mately 10 per cent within the last 
three weeks. A widespread glass 
shortage because of strikes is re- 
sponsible, together with uncertainty 
over manufacturers’ prices when pro- 
duction shall be resumed. 


* * * 


Makers of wire screen cloth 
placed an advance into effect on 
Jan. 1, 15 cents per 100 sq. ft., on 
all grades and meshes of steel 
cloth, both black and galvanized. 
Bronze and copper both are un- 
changed for the present, although a 
firmer trend is expected due to the 
advancing metal market. Quotations 
now issued will cover orders entered 
prior to March 31, and for shipment 
not later than April 15. Hardware 
cloth prices quoted Nov. 1, and the 
advanced poultry netting prices is- 
sued on Dec. 12, are reaffirmed for 
the first quarter. 

* * * 


Wrought steel washers were 
raised 30 cents per 100 lb. on car- 
loads, and 25 cents per 100 Ib. in 
less than carloads, by eastern com- 
panies, effective at once. 

* © # 

Steel cut nails, after a rise of 
15 cents per keg, base, in Septem- 
ber, are again marked up 20 cents 
per keg, as of Jan. 1. Leading pro- 
ducers of screw hook and _ strap 
hinges have advanced their lines 10 
to 12% per cent, effective at va- 
rious late December dates. 


ca * * 


Graton and Knight Co. with- 
drew on Dec. 24 all prices on belt- 
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ing, with new prices to be quoted 
on application, and understood to 
range considerably higher. The com- 
pany states: “Hides, rough and fin- 
ished leather costs have already ad- 
vanced <ubstantially and are strong 
at present levels, with every indica- 
tion of further price strength as the 
more desirable take-off of hides be- 
comes available. This condition, 
combined with higher materials, 
labor and other manufacturing cost, 
dictates a price advance which has 
been deliberately held to a mini- 


oy 


mum. 
* * * 

On Dec. 30, a leading me- 
chanical rubber goods manufac- 
turer announced: “Due to the in- 
creased cost of raw materials, labor 
and other factors entering into the 
manufacture of industrial rubber 
products, it will be necessary that 
we withdraw all present prices as of 
December 31, 1936, on brake linings, 
fan belts, clutch facings, radiator 
hose, Universal joint discs, belting, 
hose and packings. We cannot at 
this time quote definite revised 
prices. New price sheets are being 
prepared and will be mailed 
promptly.” 

* + * 

The latest 1 cent mark-up 
on manila rope, effective Jan. 1, 
carries No. 1 manila to 20% cents 
base at central (zone 2) jobbing 
points, and No. 2 manila to 1814 
cents base, and recovers fully the 
competitive drop in prices on Nov. 
19. The fiber markets are strong, 
and manufacturers indicate that 
higher rope quotations may be 
necessary before long. Orders at 
current prices are being accepted 
for delivery to the end of the first 
quarter. 

* * * 

Shingle and roll roofing 
prices are firmer and although no 
general change has been put out at 
leading factory centers, it is con- 
sidered certain that higher prices 
will rule before the spring season 
opens. 

* * * 

Manufacturers have put out, 
effective Dec. 29, the second recent 
advance of 1 cent per pound on 
seine twine, staging and trot line, 
ascribed to “the continued increase 
in cost of raw material, supplies and 
all other items entering into the 
manufacture.” 

* * * 

New England Knitting Mills, 
Inc., advised their trade on Dec. 16: 
“The prices of raw materials in the 
manufacture of polishing cloth have 
been steadily advancing, making it 


necessary for us to increase our 
prices. As it has been our policy 
to give our customers an oppor- 
tunity to buy cloth before an ad- 
vance in price—we will be pleased 
to protect you at present prices on 
orders received on or before Janu- 
ary lst, 1937, for shipments not 
later than April Ist, 1937. We ex- 
pect to increase our prices about 
15% the first of the year.” 


* * * 


An advance on toilet seats 
was adopted by several manufac- 
turers about Dec. 15, averaging 
about 10 per cent. One maker, 
issuing a change, explains the situ- 
ation thus: “Prices for both ma- 
terials and labor have advanced 
rapidly, in some cases as much as 
50 per cent. We are protecting our 
clientele as far as it is possible to 
do so, but we are forced to announce 
an immediate change in the price of 
two numbers. While this small in- 
crease does not begin to compensate 
us for increased costs, we are giving 
our valued accounts the benefit of 
the inventories on hand, even 
though they are moving so rapidly 
that a further increase within a 
relatively short time is almost in- 
evitable.” 

* * * 

U nion Hardware Company 
have issued a new 1937 fishing tackle 
catalog, with a revised price sheet 
effective Jan. 15. The company 
states that increased costs of raw 
material, labor and taxes necessi- 
tate an advance of about 10 per 
cent in their quotations on rods and 
reels. Horton Manufacturing Com- 
pany also will advance prices Jan. 
15 on all steel and telescopic fishing 
rods in the Homaco and Kayo 
grades. This advance, however, will 
not affect reels or lines, or any 
Bristol trade marked items, except 
the No. 56 Bristol bamboo boat rod, 
on which the price will be ad- 
vanced about 5 per cent. 

* * *” 


Snow shovels and furnace 
scoops of the C. K. R. Co. line were 
advanced about 5 to 10 per cent on 
Dec. 22, with the “quantity” con- 
cession eliminated on popular num- 
bers. On sidewalk cleaners there 
has been no revision, but the freight 
allowance has been curtailed. There 
is no change at present on the wide 
type shovels, galvanized, painted or 
black. 

*& * * 

Grand Rapids Hardware Co. ad- 
vised their trade on Dec. 28 that 
owing to continued advances in 
materials, labor and taxes, it is 
necessary to advance the base price 
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@ “Many women are becoming very discrim- 
inating about the finish of their household 
appliances. They see lovely things on the 
sales-floor—but they are more and more 
saying: Yes, it’s pretty—but how long will 
it stay that way? 

“And, Madam, the answer to that question 
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is: If it is porcelain enamel— 
it will stay that way—always... 
Because porcelain enamel is a 
glass-like, flint-hard, mineral sub- 
stance that never fades or loses its 
lustre; mever scratches or mars 
under ordinary household usage. It 
is the one finish that will keep its 
‘sales-floor complexion’—for a lifetime. 
“Porcelain enamel is the finest quality finish 
you can buy. That is why we urge you to buy 
it. We know it will prove entirely satisfac- 
tory and, quite selfishly, we want satisfied 
customers. Choose this porcelain enameled 
appliance, Madam. It is the lifetime finish.” 


E 


AT THE NATIONAL HOUSE FURNISHINGS SHOW 
January 10-16—it’s the 
STEVENS HOTEL—ROOM 820-A 
EDUCATIONAL BUREAU 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue a 


Chicago 


PORCELAIN ENAMEL 24% 
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of all “Grand Rapids” sash pulleys, 
with the exception of heavy duty 
sizes, 3 cents per dozen, effective 
Jan. 1. Galvanized finish will be 2 
cents per dozen higher than weather- 
proof, mahogany and Boston bronze 
in the future, instead of 1 cent 
higher, as heretofore. Effective Jan. 
1, the Super Metal Manufacturing 
Co. advanced their ball bearing 
clothes line pulleys $2 per gross, a 
very sharp increase. 

* * * 


The Wahl Company, on Dec. 
29 announced: “Increased costs of 
material and labor make it neces- 
sary to change a few prices on 
products where we have been op- 
erating on a very thin margin. 
There are certain limitations in re- 
tail prices which prohibit their in- 
crease. During the year 1936, we 
decreased the trade price of Wahl- 
Oxford one dollar pens from $8.00 
per dozen to $7.20 per dozen. It 
is now necessary to return this 
price to $8.00 to the trade, as of 
Jan. 1, 1937. 

Eversharp Red Top 15 cents and 
25 cents square lead has been sold 
at the following prices to the trade 
during 1936: 

Less than six dozen tubes—list 
less 40 per cent discount. 

Six dozen tubes or more—list less 
50 per cent discount. 

For 1937 the following schedule 
will be in effect: 

Less than one gross tubes—list 
less 40 per cent. 

One gross tubes or more—list 
less 50 per cent. 

The Eversharp Junior pen will be 
increased from $2.50 retail to $2.75, 
and the set from $3.75 retail to 
$3.95 retail. Trade discounts the 


same as heretofore.” 
*& *% * 


The Alvin Company states, 
under date of Dec. 30, that, due to 
increased cost of operation, effec- 
tive Jan. 2, 1937, their Sterling sil- 
ver flatware prices will be advanced, 
and effective Jan. 15, 1937, there 
will be a rise on Sterling hollow 
ware. Jobbers are informed that 
the increased prices are now being 
figured on some of the nationally- 
advertised lines of plated table 
ware, in sets. 

* * * 


Westclox Division, on Jan. 4, 
has notified its customers as fol- 
lows: 

“Due to the continued oversold 
condition it is necessary for us to 
distribute our production of Pocket 
Ben, Dax, and Wrist Ben on an al- 
lotment basis during the first quar- 
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ter of 1937, so that all of our 
customers will receive a fair share 
of the available watches. 

“As announced on July 24, 1936, 
we will be unable to accept orders 


for our nondescript Bull’s Eye 
watches until further notice.” 
* * * 


Among recent changes in tool 
prices is a slight advance by the 
Greenfield Tap & Die Corp., effec- 
tive Jan. 1, and governing plain 
limit plug gages, setting plugs, 
thread limit snap gages, and limit 
screw pitch gages. Also an ad- 
vance by the Fletcher Terry Com- 
pany on “Gold Tip” glass cutters, 
and on carded and turret cutters. 
The Master Rule Mfg. Co. have ad- 
vanced list prices on several num- 
bers of low priced carpenters’ rules 
and on metal end folding rules. 
Several manufacturers of pipe 
wrenches have, notified jobbers of 
withdrawal of old prices on orders 
placed after Dec. 27, with new ad- 
vanced quotations expected almost 
immediately. Cast cement tampers 
have been advanced about 10 per 
cent, and Grady tool wedges were 
marked up 10 per cent, effective 
Jan. 1. 

* & 

Quotations on stove pipe 
dampers have been generally with- 
drawn, with new prices, effective 
after Jan. 1, expected to be about 10 
per cent higher. A mark-up is in 
effect on wall grates and ash pit 
doors of about 124% per cent. 

* * # 


Galvanized range boilers, 
after an advance about Oct. 1, were 
again marked up 15 per cent, effec- 
tive Jan. 1, making the total recent 
rise close to 25 per cent. Cast soil 
pipe was advanced about 10 per 
cent on Dec. 15. On’Jan. 2 an in- 
crease of 10 per cent became effec- 
tive on steel pipe couplings. 

* * & 


Plumbing brass goods are 
quoted by Central Brass Mfg. Co. 
at an advance of about 5 per cent, 
effective Dec. 21. The 5 per cent 
advance also applies to workboard 
and push-button faucets in the beer 
goods line. Exceptions are an ad- 
vance of 8 per cent on ground 
key stop and drains, and no ad- 
vance on bath faucets, self-closing 
work, bubblers and glass fillers, 
valves and compression stop and 
drains, and shampoo fittings. 

* * # 


Phoenix Caster Co., Inc., is- 
sued on Dec. 23 preliminary notice 
of a price increase on casters to be 
in effect Jan. 15, due to a steady 


rise in various elements of cost. De- 
tails of the change are not yet 
announced. 

* * * 

Higher prices are in effect on 
mouse and rat traps, since Jan. 1, 
ranging from 2 to 10 per cent up- 
ward. Some manufacturers of iron- 
ing tables have advanced prices 10 
to 25 per cent. Reading Hardware 
Corp. have advanced No. 78 apple 
parers 75 cents per dozen. 

* * # 


Norcor Manufacturing Co. is- 
sued on Dec. 28 advanced prices on 
their complete line of metal folding 
chairs and tables, with added com- 
ment as follows: 

“The slight advances in prices 
represent only the increase that we 
have had on raw materials such as 
steel, plywood, leatherette, etc., and 
we are reasonably sure there will be 
no further advance until July 1, 
1937.” 

* * * 

‘ Jobbers are notified of a gen- 
eral price revision in preparation by 
several manufacturers of hand and 
compression sprayers, to be in ef- 
fect with the new year. Details are 
not yet at hand, but it is understood 
that changes are,not drastic and will 
include some reductions as well as 
advances. 

* * * 

Among recent price mark- 
ups are noted, the L. D. Berger line 
of shanks, circles, conductor hooks, 
etc., and the Moran round steel belt 
couplings manufactured by the 
Greene, Tweed & Co. Also the steel 
measures made by Acme Sheet 
Metal Company, which will ad- 
vance, effective Jan. 15. 


* * * 


Crude rubber quotations in 
the New York market rose at the 
year-end, above 23 cents per pound, 
or nearly 10 cents above the lowest 
mark of 1936. Several manufac- 
tured lines are, of course, imme- 
diately affected, and among those 
recently announced to hardware 
jobbers are rubber pump buckets, 
up about 10 per cent; rubber heels 
and composition taps, also force 
cups, and rubber washers, all of 
which are revised approximately 
10 per cent upward. The cost of 
crude rubber is also _ bringing 
higher prices from some makers on 
hard rubber combs, effective Jan. 2. 
Prices of bicycle tires and automo- 
bile casings, while not affected by 
any announcement yet made, must 
naturally be governed soon by any 
continuance of high rubber quota- 
tions. 
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SETS A FASTER PACE FOR 1937 


@ It’s full speed ahead as Frigidaire —already traveling 
faster than ever — greets the new year and the oppor- 
tunities ahead with added power! 

With a new selling strategy! With an enlarged sched- 
ule of packed-with-punch advertising — more dramatic 
and sales-compelling than ever! With a new product 
that incorporates many startling new features—includ- 
ing one that adds so much to the services of refrigeration 
that it will instantly capture the imagination of the buy- 
ing public and start dealers talking from coast to coast! 
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Frigidaire Dealers in 1937 will have the most power- 
ful program they have ever had. And be prepared for 
another record-breaking year! 

Soon everyone will know the news. And Frigidaire men 
will be on their way to even greater success and profits! 


FRIGIDAIRE DIVISION 


General Motors Sales Corporation, Dayton, Ohio 














In decided contrast, a new 
year has opened for business and 
industry—a contrast of activity well 
ahead of the lagging improvement 
at the opening of 1936—a contrast 
of prices now strongly on the up- 
grade, against values just rallying a 
year ago from slumps and price 
wars—and a contrast of outlook, 
with employment now sharply in- 
creased, with fuller pay envelopes 
for the worker, and with confidence 
everywhere in a continuing demand 
for merchandise, for services and for 
homes. 

* x * 

Retail stocks are cleaner than 
following any Christmas buying 
period since 1929, and practically 
the only supplies in the stores, or 
in wholesalers’ warerooms, are 
freshly bought merchandise def- 
initely planned for winter and 
spring selling. As for the manu- 
facturers, they have almost never 
been so bare of any vestige of re- 
serve supplies. They are operating 
at full time—or overtime, where 
they can—to catch up with the ac- 
cumulation of their incoming or- 
ders. Many important industries are 
hampered by strikes in their own 
plants, or in those of their mate- 
rial suppliers, and such situations 
are adding to the scarcity of “this 
and that,” which all buyers are ex- 
periencing. 

& . * 

Clearance sales are being 
conducted at a_ better-than-usual 
profit, and in their every-day buying 
the people are showing a willing- 
ness to pay good prices—reasonably 
more than they have been used to 
spending. But makers and sellers 
of all “consumer lines” will recog- 
nize the need for retaining the con- 
fidence of shoppers in this rising 
market, for the people have always 
been very sensitive to any price 
moves which savor of profiteering. 
Among all the “sit down strikes” 
which might endanger the fine trend 
of our improvement, the most dan- 
gerous would be the “buyer’s strike” 
of housewives and other spenders, 
if they should find unreasonable 
markups, or prices mounting be- 
yond their ability to pay. 

* * * 

Wholesale prices advanced 
0.5 per cent during the week ended 
Dec. 26, 1936, according to an an- 
nouncement made Dec. 31, 1936 by 
Commissioner Lubin of the Bureau 
of Labor Statistics. “The all-com- 
modity index has been rising steadily 
since late in October and now 
stands at 84.1 per cent of the 1926 
average,” Mr. Lubin said, “a gain 
of 3.6 per cent for the period. Com- 
pared with the corresponding week 
of last month, the composite index 
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shows an increase of 1.8 per cent. 
It is 4.3 per cent above last year. 
Of the 10 major commodity group 
classifications, eight advanced dur- 
ing the week and two remained un- 
changed. The largest increase— 
0.8 per cent—was recorded by the 
farm products and chemicals and 
drugs groups. Each of the com- 
modity groups is above its respec- 
tive level of last year. The increases 
range from 0.5 per cent for foods to 
12.8 per cent for farm products. 
Wholesale prices of raw materials 
rose 0.7 per cent during the week 
and are now 2.8 per cent above the 
corresponding November level. Con- 
tinuing the upward movement, which 
began in October, the index for 
semi-manufactured articles advanced 
0.5 per cent during the week. Com- 
pared with the level of a month ago, 
semi-manufactured commodities are 
up 3.7 per cent. Finished manufac- 
tured product prices also averaged 
higher, although the increase for the 
week amounts to only 0.2 per cent. 
This week’s index for manufactured 
commodity prices is 1.2 per cent 
higher than a month ago.” 
* * * 

The strikes in automotive 
plants have thus far had a minor ef- 
fect on steel mill production, which 
stands at 7914 per cent, unchanged 
from last week, says the Jan. 7 is- 
sue of The Iron Age. The Pitts- 
burgh district has been least affected 
by the automotive situation, as steel 
for motor cars forms a smaller part 
of steel production in that area than 
elsewhere. Pittsburgh ingot output 
has, in fact, increased one point to 
79 per cent of capacity and the 
Wheeling district is also up a point 
to 95 per cent. The Cleveland- 
Lorain district has gained two points 
to 79 per cent and the Chicago 
plants are averaging 77 per cent, 
only a half point below last week. 
The Youngstown area is the only one 
seriously affected, production hav- 
ing declined eight points to 73 per 
cent. Although the automotive situ- 
ation is causing the steel mills con- 
siderable difficulty because of sud- 
den rearrangement of rolling sched- 
ules, there is at the moment no ap- 
prehension that operating rates on 
the average will be reduced mate- 
rially. The settlement of the strikes 
will undoubtedly be followed by re- 
newed pressure from automotive 
plants for steel to make up for lost 
production. 

The total 1936 output of finished 
steel is estimated at 32,000,000 gross 
tons, against which the figures tabu- 
lated show an actual total from com- 
panies reporting of 29,622,600 tons. 
Companies reporting own 94.3 per 
cent of the total ingot producing ca- 
pacity of the country. 


Employment in the hardware 
industry for November, 1936 was 74 
per cent of the number employed 
in the industry in the period from 
1923 to 1925. Of industries em- 
ploying less than were employed be- 
tween °23 and ’25 the hardware rec- 
ord is the best. In the same group 
the locomotive industry was the 
lowest with 40 per cent. Among 
those industries with a better em- 
ployment total for November, 1936 
than for the ’23-’25 period figures 
ranged from 104 per cent for the 
textile industry to the aircraft in- 
dustry with a 532 per cent record. 


ee =|. 


An estimated total of 1,322,- 
000 oil burners are installed in 
homes, offices, hotels, and other 
buildings, according to The Ameri- 
can Petroleum Institute. Of this 
number there are 1,253,700 oil 
burners in homes. As a consequence 
of the increase in the number of 
burner installations, use of fuel oil 
for heating homes and buildings is 
running at high levels. 


, = = 


Production and_ sales of 
paints, varnishes and lacquers have 
gone ahead at a rapidly increasing 
pace since the beginning of last 
year, according to the Bureau of 
Census, Department of Commerce. 
Resumption of more normal pro- 
duction in paint consuming indus- 
tries and revival of building and 
construction, particularly in the 
medium priced residential field, 
have contributed to this increase. In- 
dustrial and trade sales of paints, 
varnishes and lacquers and fillers re- 
ported by 579 establishments aggre- 
gated $290,540,000 during the first 
three quarters of 1936, which is an 
increase of 131% per cent over the 
value of sales of similar products in 
the first nine months of 1935 ($255,- 
959,000), and only 17 per cent un- 
der the high sales level attained 
($348,800,000) during the corre- 
sponding quarters of 1929. 


* * %* 


Climaxed by Christmas sell- 
ing closely approaching the 1929 
volume, retail sales during the year 
1936 totaled between $37,500,000,- 
000 and $38,000,000,000, an increase 
of about 14 per cent over 1935 but 
still 24 per cent under the 1929 to- 
tal, according to preliminary esti- 
mates announced by the American 
Retail Federation, Dec. 27, at the 
conclusion of a study of trends in 
retail business throughout the 
country. 

(Continued on page 146) 
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Take this tip! Before you decide upon 
your 1937 refrigerator sales arrangements, 
investigate Copeland! 

You'll find a great new driving power 
behind Copeland’s rapid progress these 


eventful days. 


You'll find a new and complete line of 


the finest refrigerators ever engineered 
and built by Copeland—and that’s saying 
everything, for Copeland is the industry’s 
pioneer. 

You’ll find in the product itself some- 
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Visit the Copeland Show Headquarters, Suite 422-A, 
Stevens Hotel, Chicago — January 10 to 16, 1937 


thing far more ‘“‘sure-fire”’’ as a sales-closer 
than any list of features—something that, 
during 1937, will provide Copeland and 
you with the most outstanding and most 
powerful advertising and selling story that 
the industry has seen in many years. 
a * e 

Take the first step toward easier and 
greater profits today by writing, wiring or 
phoning J. D. McLeod, General Sales 
Manager, Copeland Refrigeration Corpo- 


ration, Detroit, Mich. 


COPELAND 


REFRIGERATION CORPORATION 
DALLAS E. WINSLOW, President 
DETROIT, MICHIGAN 


PIONEER MANUFACTURERS O F REFRIGERATION 
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New and Improved Merchandise— 
Display Helps—Sales Literature— 
Window Trims — New Packages 
— New Colors — New Deals — 
eee ee eee 
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for Retail 


Hordware Stores 


Amsco Salesgirl 


This striking easel is in harmonious 
colors and displays the actual colorful 
Anna-Andy cartoon envelope. It is 





21 in. high and 11% in. wide. Avail- 
able free with the No. 333 standard 
quality “3 Star” Chamois assortment, 
the total retail value of which is $5.00; 
dealer’s cost $3.33. Each skin is packed 
in Anna-Andy colorful glassine envel- 
ope with instruction sheet. American 
Sponge and Chamois Co., Inc., 47 Ann 
St., New York City. 





One Minute Washers 








Fer 1937 One minute washers have 
the exclusive leverless aluminum 
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wringer, controlled from the top bar, 
which puts on exact wringing pres- 
sure; starts rolls in motion; automatic- 
ally locks wringer in positive position, 
and actuates drain board to correct 
wringing position. When in vertical 
position, it releases pressure and stops 
both rolls, giving convenient and in- 
stantaneous safety release. Rolls are 
2% in. ballon rolls of quality white 
rubber, and are said to remain firm 
and pliable on shaft, and have proper 
resiliency to remove suds from clothes 
without creasing. The 14 x 23 in. large 
capacity tub is of pleasing design; por- 
celain enamel inside and out. Tub is 
white and blends with the rich white 
of the base, legs, and wringer post. 
Model No. 448 DeLuxe washer is il- 
lustrated. One Minute Washer Co., 
Newton, lowa. 


Superkleen Brush Display 


The display features a special dem- 
onstration brush and, is designed to 
appeal to the woman buyer and sug- 





gest how easy it is for women to paint 
if they have the proper tools. Devoe 
& Raynolds Co., Inc., 1 W. 47th St., 
New York City. 






Stanley Mitre Box 


For cutting metal trim, metal mold- 
ings and similar work. Has a special 
saw frame with high quality hack saw 


[sac “ae 


blade, 24 x 1 in. and 24 teeth to the 
inch. Swivels, uprights, legs and saw 
guides are of malleable iron. Two 
roller bearings in each saw guide assure 
smooth action. Automatic saw guide 
catches hold saw above work, leaving 
both hands free. This No. 2358MC 
Mitre Box, finished in light blue, orange 
and aluminum color, has a depth capac- 
ity of 4% in., width capacity at right 
angles, 9% in., and at 45 degrees, 64% 
in. Stanley Tools, New Britain, Conn. 





Vapor-Seal Double Fry Pan 


Specially designed to fry chicken 
and may also be used as a Dutch Oven 
for top-stove roasting. Consists of two 





extra heavy fry pans, one so designed 
that when inverted it becomes the 
Vapor-Seal cover. Handles fit closely 
together and are of Bakelite. Flat bot- 
toms are satin finished. Aluminum 
Goods Mfg. Co., Manitowac, Wis. 
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6.812.350 tarm kitchens 


In every one are pots and pans and 
other cooking things used in the 
preparation of a hundred million 
meals aday. Cooking on the farm is al- 
most a continuous process, and farm- 
ers buy the equipment they know. 


More than 1,300,000 farm families, 
surrounding hardware stores from 
coast to coast, read Farm Journal 
intently...attracted by the timeli- 
ness of its 4-Day writer to reader 
service ...and influenced by the 
things Farm Journal advertisers say. 


Farm Journal should be on every 
national advertising list. 


FARM JOURNAL 


FASTEST GROWING MAGAZINE 
IN THE NATIONAL FARM FIELD 


JANUARY 14, 1937 
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Universal Refrigerators 


Model D8, one of the 1937 line of 
Universal refrigerators, shown above, 
has automatic flood lighting; simpli- 








fied defrosting; nine-point cold con- 
trol; balsam wood insulation; pry- 
angle tray release; vault-seal door; re- 
movable rust proof shelves; drawer- 
type vegetainer; and many other new 
features. Its design is streamlined 
with rounded corners. It measures 
635% in. high; 34 in. wide, and 24% in. 
deep. Has six trays with a capacity of 
141 cubes. Weight, 395 lbs., crated, 
460 lbs. Landers, Frary & Clark, New 
Britain, Conn. 


A New Pigment Blue 


Du Pont has announced the first 
American production of an outstanding 
pigment blue, which is to be marketed 
under the name of “Monastral” Fast 
Blue BS. This product was recently 
introduced’ to the European market by 


the Imperial Chemical Industries of 
Great Britain, and by special arrange- 
ment with them, the Du Pont company 
has obtained permission to use their 
name, “Monastral.” It is an insoluble 
pigment producing extremely brilliant 
shades of blue. It is manufactured in 
both a highly dispersed powder form 
as well as a paste. It is particularly 
resistant toward most of the severe color 
destroying agencies and because of its 
excellent fastness properties and high 
tinctorial strength, it is recommended 
for use in the printing ink, lake, paint, 
wall-paper, paper, linoleum, cement, 
leathercloth, textile, and other indus- 
tries using color. E. I. du Pont de 
Nemour$ & Co., Dyestuffs Div., Wil- 
mington, Del. 





Behr-Manning Display 


For counter and window. No. XMS-36 
assortment of usefuls and _ time-tried 
articles, includes 12 Kantbreak knife 





sharpeners and 6 each of two forms of 
safety blade stropping devices. Each 
product, in addition to its own colorful 
carton, has a handsome counter display 
stand. For convenience all three prod- 
ucts are packed in a single shipping 
container, constituting a standard pack- 
age, in which is a display card show- 
ing the products in actual size. Behr- 
Manning Corp., Troy, N. Y. 


Yankee Vise and Clamp 


Vise is made in four sizes; with or 


without swivel base. When used on 
bench with swivel base, the vise can 





be detached quickly, holding the work 
in original alignment for continuous 
machine or hand operations. Vise may 
be used on side or end as well as 
on base. Sliding jaw has broad seat, 
clamps evenly on top and bottom and 
does not spring away. Hardened steel 
plate with V-shaped grooves holds 
round stock or irregular shapes. Steel 
screw has fine pitch Acme thread. 
Swivel base can be locked in any posi- 
tion. Clamp holds vice with work 
rigidly for drilling and other machin- 
ing. Vise is slotted for % in. machine 
bolt. Circular HA describing all sizes 
and types of Yankee vises available 
from North Bros. Mfg. Co., Philadel- 
phia, Pa. 





Atkins Merchandising Aids 


Res oe 





Two of the four displays included 
in the 1937 Atkins Merchandising Pro- 
gram are illustrated here. The dis- 
plays are brilliantly colored and de- 
signed. for easy installation and are 
practical for large and small stores. 


108 


Hand saw display is free with unit 
No. H-1838, composed of ship _pat- 
tern hand saws; compass saws; nest of 
saws; trowel, and hand saw special 
files. Total retail value $30.20; deal- 
ers’ cost, $19.29. Hack saw display is 





free with unit No. M-1767, composed 
of hack saw frames; silver steel blades; 
alloy blades; flat bastard files; second 
cut flat files, and smooth flat files. Re- 
tail price, $32.10; dealers’ cost, $17.67. 
E.C. Atkins and Co., Indianapolis, Ind. 
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BEVE 


mw FOR YOUR PROTECTION “B® 
PACKAGES CARRY THIS REGISTERED TRADE-MARK 


‘Sna 


THE ONE PIPE THAT 
CAN BE PUT TOGETHER 
WITHOUT BLOODSHED 

















PATENT NUMBERS 
1,900,749 ...1,900,750 AND RE. 18,444 






THE NESTED 
STOVE PIPE 
THAT IS 
SO EASY TO 
ASSEMBLE 


"WHAT MOST EVERYONE 
DEMANDS MUST HAVE 
REAL MERIT" 





This pipe is put together by simply inserting tongue on one edge into 
fold on opposite edge and pressing together until itsnaps—the pipe is 
then ready for use. 


Outside surface is perfectly smooth—no folds, slots, grooves, notches, 
lugs or buttons on outside of pipe. . 


The "Special Blue" and "Polished Blue" sheets from which this pipe is 
= made, are rolled in our own mills, guaranteeing an even colored smooth 
ALL SIZES finished sheet—much superior in finish and quality to the product 


ALL fn offered by most other makers. 


POLISHED =» ASK YOUR JOBBER— ACCEPT NO SUBSTITUTE 





The Reeves Manufacturing Co. 


Largest Makers of Pipe and Elbows in the World 
DOVER, OHIO, U. S. A. 














JANUARY 14, 1937 
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Carborundum Display 


Ties in the weekly Carborundum 
Band radio broadcasts with the Car- 
borundum No. 66 Household Knife 


7 


Sharpener; No. 9 Scissors Sharpeners, 
and the No. 45 Safety Blade Hone. This 
radio platform window display, attrac- 
tively colored in blue and black, is 
available free to dealers already stock- 
ing the three items. Otherwise it is 
included with orders for six of the 
No. 66, listing at 35c. each; six of the 
No. 9 listing at 25c. each, and 6 of the 
No. 45 listing at 50c. each. Total list 
price, $6.60; dealer’s cost, $4.29. The 
Carborundum Co., Niagara Falls, N. Y. 


Invisible Kitchen 


Electric—Model No. 10—small, com- 
pact and portable and includes elec- 
tric refrigeration. Easily and quickly 





installed and requires no special wir- 
ing as it connects to electric wall out- 
let. All steel cabinet is 37 in. wide; 
25 in. deep, and 47 in. high. When 
closed, it is an attractive article of 
furniture. Opened, it has a two-burner 
electric stove and broiler; Enduro 
stainless steel work surfaces; electric 
lights on cover; pull-out wood work 
shelf, and spacious side storage cabi- 
net, 4 shelves, 8 in. wide by 22 in. 
long. Finished in new “blonde” color 
DuLux enamel, baked-on, inside and 
out, and stripped in lettuce green. 
Other color combinations if desired. 
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Electric Invisible Kitchen Co., 331 No. 
LaSalle St., Chicago, Ill. 


Remington Cutlery 

Stainless steel carvers or five-piece 
cutlery sets made from a _ new steel 
formula, are now offered in a_ black 





Bakelite box with an attractive red 
lid. The sets may be kept in the box 
or it may serve as a decorative re- 
ceptacle for handkerchiefs, gloves, or 
jewelry. Remington Arms Co., Bridge- 
port, Conn. , 


Skilsaw Drills 


The ™% in. Defender, shown, has Oil- 
ite and ball bearings on the armature 
shaft; bronze and ball thrust bearings 





on gears and spindle. Switch has a 
convenient on-and-off mechanism, en- 
closed in Bakelite. It is 12 in. long 
overall; weighs 4% lbs., and retails for 
$19.50. The % in. Defender is 13% 
in. long overall; weighs 9% lbs. and is 
ideal for close corner work because it 
measures only 1% in. from center of 


spindle to outer edge of frame. Has 
Oilite and ball bearings on armature 
shaft and oilite bearings on intermedi- 
ate gear and spindle. Double pole, 
momentary contact type switch with 
lock for continuous operation, enclosed 
in Bakelite. Suggested retail selling 
price, $35.00. Skilsaw, Inc, 3310 Elston 
Ave., Chicago, II]. 


Turntable Display 


The Senco Vari-Speed Turntable dis- 
play has a variable speed from 0-10 
r.p.m., which is selected by turning the 





calibrated dial. The control dial on 
the Senco regulates a friction disc 
clutch, which is powered by a 1/75 h.p. 
constant speed induction motor operat- 
ing on 110 volt, 60 cycle current. Uses 
self-oiling bearings. In addition an 0- 
1,000 r.p.m. shaft is supplied to provide 
a control for flashing neon lights, to 
secure stroboscopic effects, automatic 
switching arrangements for running 
hidden pumps and fans, etc. The unit 
is supplied as illustrated, with a black 
and satin finish with 12 in. felt cov- 
ered turntable designed to carry bal- 
anced loads up to 30 lbs. Sundt En- 
gineering Co., 4238 Lincoln Ave., 
Chicago, Ill. 


Wire Rack Displays 


For displaying fall flashlight lines of 
Burgess batteries. These racks hold 
six to nine cases, combining the 2 and 





3 cell sizes into effective selling dis- 
plays. The racks are sturdy, perma- 
nent and easy to clean. Supplied free 
with orders for flashlight cases with 
48 No. 2 Burgess Uni-Cels. Burgess 
Battery Co., Freeport, Ill. 
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THE IMPROVED 
STILLSON HAS THE GRIP 
OF A FRIEND 





There is no 
treacherous flat 
spring pinned to 
the handle of the 
IMPROVED 
Stillson where it 
can break and cut the user’s hand. 


Instead, cone-coil safety springs are 
tucked away in the housing where, if 
one does break, it can do no harm and 
is easily replaceable. 

Jaws and handle of the IMPROVED 
Stillson are of specially heat-treated tool 
steel and the frame is of a new, extra- 
strong heat-treated metal alloy. 


The wrench has the right “feel” in use 
and there is a handy pipe gauge on the 
hook jaw handle. 


Your jobber will tell you that this IM- 
PROVED Stillson will pep up business 
in your wrench department. 


STILLSON BE 


THE RIDGE TOOL CO. 
ELYRIA, OHIO, U.S. A. 


JANUARY 14, 1937 














-THE FREEZERS 
THAT Se Themsebyea/ 


Triple-Action Alaska freezers, with 
the famous Alaska Open-Spoon dasher, 
will provide a greater sales opportunity 
for you this season. Extensive co- 
operative advertising programs will 
build freezer sales in your store. Take 
advantage of this opportunity with a 
complete stock of Alaska line freezers. 


Homestead freezers are designed to 
meet the demand for a low-priced 
wood tub freezer. Single motion type. 
Dasher with adjustable wood scrapers. 
Finished in silver blue enamel with 
bright label—attracts attention wher- 
ever displayed. An ideal stock item 
which can be sold at a very low price. 


TRIPLE-VAC 


A triumph in modern all-metal freezer 
design. Ice chamber completely en- 
closed. Vacuum type tub holds pack- 
ing longer. Comes with detachable 
clamp for holding freezer to table or 
bench. Needle-Point Ice Chipper fur- 
nished FREE with each freezer. 

















ALASKA 


FREEZER Co.Inc. WINCHENDON, MASS. 

















Under the Robinson-Patman Law how about 


The Wholesaler with a Retail Department? 


Hardware manufacturer asks this question which is 
answered by Felix H. Levy, Esq., Prominent Attorney 


NE of the most interesting 

questions, asked by a 

reader, concerns the man- 
ufacturer’s .problem under the 
Robinson-Patman Law, when sell- 
ing through combination whole- 
sale and retail firms. The sales 
manager of a well-known hard- 
ware manufacturer offers this let- 
ter on the subject: 

“I have been very much _inter- 
ested in reading the several articles 
in Harpware AGE on the various 
implications of the Robinson-Pat- 
man Law but I have seen nothing on 
a problem it presents to practically 
every manufacturer, who sells his 
product through the jobber-dealer 
channels. That is the question of 
what to do with the jobber who is 
also a retailer. (Question 1). 

“When I say I have seen nothing 
on this question, I mean nothing 
practical because I do recall seeing 
some opinions to the effect that 
orders taken from such customers 
must be split in pricing so that only 
that portion which was _ actually 
purchased for wholesale would be 
priced on that basis and the bal- 
ance would be priced on the dealer 
basis if it was to be sold at retail. 
That is not a practical plan except 
in theory. It might work if a cus- 
tomer purchased certain lines ex- 
clusively for wholesale and certain 
others exclusively for retail but on 
lines which he wholesales as well 
as retails it would be practically 
impossible to get a division. 

“Hitherto it has been possible to 
handle such situations on a sort of 
compromise basis. For instance if 
the extreme jobbing discount on a 
line was 50/10 per cent from list, 
such semi-jobbers could be put on 
a basis of 50 per cent which would 
still permit them to make a profit 
on the portion of their purchase 
which they did sell at wholesale and 
yet would not give them an unrea- 
sonable price which might permit 
them and suggest to them the cut- 
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ting of the retail price on that por- 
tion which they sold over their 
counter. 

“That plan is now apparently un- 
usable but the problem still remains. 
If we extend the extreme jobbing 
quotation other dealers can claim 
discrimination on that portion of 
the purchase which has been bought 
for retail sale. If we try to sell on 
the dealer basis we will not make 
the sale. 

“Another troublesome problem 
(question 2) is presented by that 
requirement that quantity differen- 
tials must be based on actual sav- 
ings in cost of handling different 
quantities. We have price lists, and 
I presume most other manufacturers 
do, which set up quantity prices on 
the basis of a differential of 5 or 
ten per cent between one quantity 
and the next. The discount would 
apply to the complete line although 
it is quite certain that no two items 
in the line would show the same 
difference in cost of handling be- 
tween one quantity and another. 
Certainly if a price is set up for a 
quantity less than 6 dozen and a 
5 per cent differential applies on 
6 dozen or more it would be easily 
possible to show that there would 
not be a saving of any great amount 
between handling 5-11/12 dozen 
and handling six dozen.” 

We referred the letter to Felix H. 
Levy, Esq., prominent New York 
attorney and recognized authority 
on the Robinson-Patman and other 
laws affecting fair trade relations. 
He has answered this manufactur- 
er’s letter as follows: 

1. To Question No. 1 

This question shows a_ correct 
understanding of the Robinson-Pat- 
man Law in respect of the lawful- 
ness of price differentials as _be- 
tween jobbers and retailers. 

Such price differentials are per- 
missible because jobbers and _ re- 
tailers are not competitors. These 
differentials must, however, be uni- 
form among jobbers and among 


retailers, respectively; and in so far 
as these differentials are based upon 
quantity-discounts, such discounts 
must not exceed the savings effectu- 
ated by the seller as result of such 
quantity-deliveries. 

After thus clearly stating a cor- 
rect understanding of this phase of 
the law, the question in hand sub- 
mits a practical difficulty in the 
execution thereof, namely in_ in- 
stances where the customer is both 
a jobber and a retailer, so that the 
seller experiences difficulty in de- 
termining the different discounts to 
be given with respect to the goods 
purchased for use, respectively, in 
his jobbing sales and in his retailing 
sales. 

In thus presenting a practical dif- 
ficulty of execution under this law, 
the situation is not different from 
similar situations which frequently 
arise under many other laws, where 
the principle involved is clear 
enough, but its practical perform- 
ance presents some difficulty. 

In the present instance, the prac- 
tical suggestion is offered that where 
a manufacturer deals with a cus- 
tomer who occupies the dual posi- 
tion of both jobber and retailer, the 
manufacturer ought to require from 
his customer a written statement 
showing specifically which portion 
of the goods purchased is to be 
sold by the customer as a jobber. 
and which portion as a retailer. In 
addition, the customer should state 
his willingness that in case any un- 
certainty should thereafter arise as 
to whether the customer is abiding 
by the statement thus given by him, 
or in case any complaint is made 
either by another customer or by 
the Federal Trade Commission, the 
manufacturer shall have the right 
to check up the facts through ex- 
amination of the customer’s books. 
and in case the customer’s said as- 
surance shall then be found to have 
been disregarded by him, the manu- 
facturer shall then have the right 

(Continued on page 142) 
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eye- stopping 
ast selling 


line for any 


store! 


Speedy-Clean skillets end woman’s meanest task—skil- 
let scouring. They wash as easily as glass or china. 
Brilliant chrome exterior has display flash. Butler 
Finish cooking surface assures golden-brown frying and 
eliminates sticking. Big, cool, ebonized, non-twisting 
wood handles. And profit?—See special deal below. 


Speedy-Clean Chicken Fryer 


Full family size, all-purpose 
fryer never needs scouring. 
Self-basting cover and sat- 
in finish cooking surface 
make perfect frying easy. 
Polished chrome exterior 
stops the housewife’s eye. 
Cool, ebonized, non-twist- 
ing wood handle and knob. 
Generous mark-up; see deal 
below. 





Speedy-Clean Casserole 


So attractive that it may be 
taken from the stove and 
placed on the dining table. 
Mirror chrome exterior fin- 
ish—satin cooking surface. 
No scouring required. Ultra 
modern “finger grip” han- 
dies of polished chrome. 
Family size. Fast seller in 
group deal outlined below. 


SPECIAL DEAL 
on Speedy-Clean 


Twelve items in the 
assortment cost you 

















about a 10 spot—and 
your mark-up is over 
50%. Attractive, 4- 


color pedestal display 
and customer give- 
away circulars free 
with the deal. Don't 
miss this opportunity 
for housewares activ- 
ity and profit. Ask 
your jobber or write 
direct for details. 


‘The EVEREDY C 


5 EAST STREET ¢ FREDERICK ¢ MARYLAND 
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Chains 


to sell <a 
this month 


ACCO CHAIN ASSORTMENT 
ACCO PROOF AND BBB COIL CHAIN 


WEED AMERICAN 
BAR-REINFORCED TIRE CHAINS 


ELWEL TWIST LINK TRUCK CHAIN 
ACCO TOWING CHAIN 





OOOOO 


Like all fine merchandise, Acco Chains are attractively 
packed—some in clean white cotton bags, others neatly 
cartoned, still others on reels as shown in illustration 
of the metal display stand with which dealers are sup- 
plied. Sell Acco Chairfs. They pay a real profit. Ask 
your jobber’s salesman for full details. 





[|] Acco REPAIR LINKS 

[_] No. 45 ELWEL HEEL CHAIN 

[_] AJAX AND ELWEL BREAST CHAINS 
[_] ACCO JACK AND SAFETY CHAIN 
[_] ELWEL MACHINE AND COIL CHAIN 


AMERICAN CHAIN DIVISION 
BRIDGEPORT, CONNECTICUT 


AMERICAN CHAIN & CABLE 


COMPANY, Inc. 
In Business for Your Safety 

















Johnson's Windows Recalled 
Days of 49 


the 


P in the California Gold Coun- 
[ | try, the Johnson Hardware 

Co., Auburn, worked out two 
interesting and instructive windows 
in connection with the “Gold Rush 
Revival.” This event is an annual af- 
fair depicting the days of 49 when 
men wore whiskers, toted six shoot- 
ers, and chawed tobacco. 

Auburn as it existed back in the 
days following Sutter’s discovery of 
gold in 1849 is reproduced in a 
“Main Street” scene as shown in 
photograph “A.” This is a faithful 
representation of the town back in 
the old days. What a place for a 
good time it must have been, judg- 
ing from the number of places cater- 
ing to drinking, eating and dancing. 

Those sticks of dynamite and 
cans of blasting caps in the fore- 
ground caused considerable concern 
to the City Fire Marshal until as- 
sured by proprietor Bob Dahlberg 
that they were dummies. 

A moving traveling sidewalk car- 
ried characters of Auburn’s first 
settlers. As these characters were 
all taken directly from the early his- 
tory of Auburn, the human interest 
appeal was one hundred per cent 
strong. 

In window “B” the values of the 
retaining dams on the different 
rivers in this section are graphic- 
ally illustrated. “Dams on _ the 
Rivers, mean Flood Control; Debris 
Storage; Electric Power; Scenic At- 
tractions; New Mined Wealth” 
reads the descriptive window card. 
It is around this theme that the en- 
tire display was worked out. 

There was a well defined public 
welfare reason for presenting this 
story to the people of this live com- 
munity. At the time there was 
pending a Congressional appropria- 
tion for all the work outlined in the 
display. The window shows how 
the dam in place will revive hydrau- 
lic mining; how many men will be 
put to work; how the demand for 
supplies for materials used in the 
building and the carrying on of 
these enterprises will help all; how 
new wealth will be produced; how 
power units below the dams _ will 
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Johnson Hardware, Auburn, Calif., used these window displays during annual 
celebration of days of °49. 


benefit and how the new beauty 
spots and recreational areas among 
the hills will bring in tourists and 
nature lovers. It was windows with 
a purpose which made people think 
—and to think of the Johnson Hard- 
ware Co. as the store which had 
the foresight to plan out such an 
educational display. 

Real water pours over the dam, 
and bubbles through the tail race 
under the power house. Water was 
shot through a small pipe against 
the gravel bank in the background 
depicting hydraulic mining opera- 


tions. That train hauling real gold 
ore was continuously moved by elec- 
tric power. Trucks and pleasure 
cars dot the oil macadam highway 
along whose sides may be seen road 
houses and chateaus. The power 
house had a real electric light. 
These entire windows were the 
work of proprietor Bob Dahlberg 
and his boys in the store. A valu- 
able lesson in contrasts was pre- 
sented in these windows for one 
showed Auburn in the °49 period 
while the other is a combination of 
the present and the hoped for future. 


MiMi. 
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HERE IS SOMETHING 
YOU WANT 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


PNasens TO TELL A MERCHANT 
that he can make more money and serve his 
trade better if he has a good knowledge of the 
article he sells—it’s fundamental. 


@ We used to think that Sandpaper was sand- 
paper, and that was all there was to it—but no 
more. 


@ We used to think that Sandpaper was such 
a small penny business that it was not worth 
bothering about. 


@ Today, the great Coated Abrasive industry 
is selling more than 15 million dollars’ worth 
of abrasive papers and cloths, which are used 
by practically all industries as well as in the 
home. 


@ A knowledge of these Coated Abrasives is 
imperative for the hardware man—but where 
can he get it? 


We have prepared a 
booklet, ““What Are the 
Various Coated Abra- 
sives? What Are Their 
Uses?” Tells the whole 
story so you can under- 
stand it. 


And it will be sent with- 
out charge to any dealer 
who writes for it. 





CLOVER MFG. CO. 


Norwalk, Conn. 





















JANUARY 14, 1937 


NATIONAL 


SCREEN FEATURES 


Feature Nol “a 
The 
Rounded Edge 


Gheir éxtra atures 
make Cxtra Sales/ 





|. FEATURES have made National Screen products 
star performers for the dealer who sells them. Customers 
appreciate the fact that they represent superior workman- 
ship and fine quality in every detail. Furthermore, there's 
NO added cost. National products sell on price as well as 
quality and good looks. Send for our new 1937 catalog and 
price list. 


ASK YOUR JOBBER— Your jobber can tell you about 
the complete line of National Screen Doors, Window 
Screens and Ventilators. They are made in a wide variety 
of styles and at prices to please your customers and keep 
them pleased. He can give you quick deliveries. 


SEND FOR THIS CATALOG 





NATIONAL SCREEN CO., Suffolk, Va. 

Please send us a copy of your 1937 catalog showing 
the complete line of National Screen Doors, Window 
Sereens and Ventilators. 
Name 
1ddress 
City State 

New York Office: 253 Broadway 

Southern Selling Agents 

SAND & HULFISH, Baltimore 























The Retail Hardware Association of 
Alabama annual convention and exhibit, 
Tutwiler Hotel, Birmingham, Ala., May 
4 to 6 inclusive, 1937. J. H. Crowe, 
secretary, 410 N. 21st St., Birmingham, 
Ala. 


American Hardware Supply Co. an- 
nual convention, Jan. 25 and 26, 1937. 
Company headquarters, 42 Terminal 
Way, Pittsburgh, Pa. 


The Arkansas Retail Hardware As- 
sociation 37th annual _ convention, 
Marion Hotel, Little Rock, Ark., Feb. 
9 and 10, 1937. George L. Turner, 
secretary, 322 E. Markham St., Little 
Rock, Ark. 


California Retail Hardware Associa- 
tion, 36th annual convention and exhi- 
bition, Hotel Whitcomb, San Francisco, 
Cal., golf meet and skeet shoot, Febru- 
ary 14. Convention sesssions: February 
15 to 17 inclusive, 1937. LeRoy Smith, 
secretary, Room 237, 417 Market St., 
San Francisco. 


Southern California Retail Hardware 
Association, 16th annual convention and 
exhibit tentatively scheduled for Am- 
bassador Hotel Auditorium, Los Angeles, 
Cal., February 23 to 25 inclusive, 1937. 
J. V.. Guilfoyle, managing director, 
1126 Rives-Strong Bldg., Los Angeles. 


Connecticut Hardware Association, 
annual convention, Hotel Elton, Wa- 
terbury, Conn., March 3 and 4, 1937. 
Charles F. Freeman, secretary, Bran- 
ford, Conn. 


The Hardware Association of the 
Carolinas, 33rd annual _ convention, 
Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclusive, 
1937. Arthur R. Craig, secretary, 803 
Commercial Trust Bldg., Charlotte, 
N. C. 


Illinois Retail Hardware Association, 
40th annual convention and exhibit, 
Peoria, Ill., Feb. 2 and 4, inclusive, 
1937. Sessions and exhibit Peoria State 
Armory. C. G. Gilbert, managing direc- 
woe 1155 Merchandise Mart, Chicago, 


Indiana Retail Hardware Association, 
38th annual convention and exhibit, In- 
dianapolis, Ind, Jan. 26 to 29, 1937. 
Headquarters: Lincoln Hotel. Sessions 
and exhibit: Murat Temple. G. F. 
Sheely, managing director, 130 E. 
Washington Bldg., Indianapolis. 

Intermountain Hardware & Imple- 
ment Dealers’ Association convention 
and exposition, The Mosque, Boise, 
Idaho, Jan. 27-29 inclusive, 1937. E. 
Bell, secretary, 211 S. Ninth St., Boise, 
Idaho. 


Second International Housewares 
Show, The Merchandise Mart, Chicago, 
Tl. Jan. 4-16 inclusive, 1937. Spon- 
sored by The Merchandise Mart. 


Iowa Retail Hardware Association, 
39th annual convention and house 
furnishings show, Feb. 9-12, inclusive, 
1987, Des Moines, Iowa. Headquarters: 
Savery Hotel. Exhibition: Coliseum 
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Bldg., Philip R. Jacobson, secretary- 
treasurer, Mason City, Iowa. 


Kentucky Hardware and Implement 
Association, annual convention and ex- 
hibit, Seelbach Hotel, Louisville, Ky., 
Jan. 19 to 21 inclusive, 1937. J. M. 
Stone, secretary, Room 1009, Seelbach 
Ilotel, Louisville. 


The Louisiana Retail Hardware & 
Implement Association convention, Alex- 
andria, La., May 17 and 18, 1937. Head- 
quarters hotel to be announced at a 
later date. A. H. Aucoin, executive 
secretary, 336 S. Rampart St., New 
Orleans, La. 


Marshall-Wells Company’s 10th An- 
nual Associated Hardware Dealers’ and 
Salesmen’s convention at company head- 
quarters, S. Lake Ave., Duluth, Minn., 
Jan. 25 to 27 inclusive, 1937. 


Michigan Retail Hardware Associa- 
tion, annual convention and exhibition, 
Grand Rapids, Mich., Feb. 9 to 12 in- 
clusive, 1937. Exhibition Civic Audi- 
torium. Harold W. Bervig, secretary, 
1112 Olds Tower Bldg., Lansing, Mich. 


Missouri Retail Hardware Associa- 
tion, annual convention and exhibition, 
Jefferson Hotel, St. Louis, Mo., Feb. 16 
to 18 inclusive, 1937. Peyton C. Clark, 
secretary, 2861 Gravois Ave., St. Louis. 


Minnesota Retail Hardware Associa- 
tion, 4lst annual convention and exhi- 
bit, St. Paul, Minn., Feb. 23 to 26 in- 
clusive, 1937. Headquarters: Lowry 
Hotel. Sessions and exhibit: St. Paul 
Auditorium. C. J. Christopher, man- 
ager, Nicollet at 24th St., Minneapolis. 


Montana Implement and Hardware 
Association annual convention, Rainbow 
Hotel, Great Falls, Mont., Jan. 21 to 23 
inclusive, 1937. R. M. O’Hearn, secre- 
tary, Townsend, Mont. 


Mountain States Hardware and Im- 
plement Association, 35th annual con- 
vention, Cosmopolitan Hotel, Denver, 
Colo., Jan. 18 to 20 inclusive, 1937. John 
T. Bartlett, secretary, 637 Pine St., 
Boulder Colo. , 


National House Furnishings Manu- 
facturers 10th Annual Exhibit, Stevens 
Hotel, Chicago, Ill., Jan. 10-16 inclu- 
sive, 1937. Warren Edwards, secretary, 
228 N. La Salle St., Chicago, Ill. 


Nebraska Retail Hardware Associa- 
tion 36th annual convention and exposi- 
tion, Omaha, Neb., Feb. 2 to 4, inclu- 
sive, 1937. Exposition: Omaha Munici- 
pal Auditorium. Headquarters: Paxton 
Hotel. Edward C. Hermanson, secre- 
tary, 325 Insurance Bldg., Lincoln, Neb. 


New England Hardware Dealers As- 
sociation, 44th annual convention and 
exhibition, Hotel Statler, Boston, Mass., 
March 10 to 12 inclusive, 1937. Guy 
C. Small, secretary, Room 225, 140 Fed- 
eral St., Boston. 


New York China, Glass & Housewares 
Show, sponsored by New York House- 
wares Manufacturers Association, Hotel 
Pennsylvania, New York City, Jan. 24- 
30 inclusive, 1937. Mrs. Flo English, 
secretary, Room 1108, Hotel Pennsyl- 
vania. New York. 


New York State Retail Hardware As- 
sociation, annual convention and expo- 
sition, Rochester, N. Y:, Feb. 9 to 11, 
inclusive, 1937. Exposition: National 
Guard Armory, E. Main St. Headquar- 
ters: Hotel Seneca. John B. Foley, sec- 
retary, Hills Bldg., Syracuse, N. Y. 


North Dakota Retail Hardware Asso- 
ciation, 4lst annual convention and ex- 
hibit, Minot, N. D. Headquarters: Le- 
land-Parker Hotel. Exhibit: Minot 
Armory Feb. 16 to 18 inclusive, 1937. 
Louise J. Thompson, secretary, 21 Clif- 
ford Bldg., Grand Forks N. D. 


North Coast Hardware and Imple- 
ment Association, annual convention, 
Multnomah Hotel, Portland, Ore., Feb. 
10 and 11, 1937. Theo. S. Cov, secre- 
tary, Olympic Hotel, Seattle, Wash. 


Ohio Hardware Association, 43rd an- 
nual convention and exhibition, Colum- 
bus, Ohio, Feb. 16 to 19 inclusive, 1937. 
Headquarters: Deshler-Wallick Hotel. 
Exhibition: Columbus Auditorium. John 
B. Conklin, secretary, 175 S. High St., 
Columbus. 


Oklahoma Hardware and Implement 
Association, 34th annual convention and 
exhibit, Masonic Temple, Oklahoma 
City, Okla., Feb. 2 to 4, inclusive, 1937. 
Charles F. Nelson, secretary, 301 Key 
Bldg., Oklahoma City. 

Pacific Northwest Hardware & Imple- 
ment Association, 32nd annual conven- 
tion and exhibition, Spokane, Wash., 
Feb. 8 to 10, inclusive, 1937. Head- 
quarters, sessions and exhibit, Daven- 
port Hotel. Armory. Dale Strong, sec- 
oer 523 Realty Bldg., Spokane, 

ash. 


Panhandle Hardware and Implemen! 
Association, 28th annual conventinn, 
Herring Hotel, Amarillo, Texas, Feb. 8 
and 9, 1937. C. L. Thompson. secretarv. 
Canyon, Texas. 

The Pennsylvania & Atlantic Sea- 
board Hardware Association, Inc., an- 
nual convention and exhibition, Pitts- 
burgh, Pa. Feb. 22 to 26 inclusive, 1937 
Headquarters business sessions and ex 
hibition: William Penn Hotel. W. 
Glenn Pearce managing director, 400 N. 
Broad St., Philadelphia, Pa. 


South Dakota Retail Hardware Asso- 
ciation, annual convention, Sioux Falls, 
S. D., Jan. 19-21, 1937. Headquarters: 
Sioux Falls Coliseum. C. J. Chris- 
topher, manager-treasurer, Nicollet and 
Twenty-fourth St., Minneapolis, Minn. 

Triple convention of the Southern 
Supply and Machinery Distributors’ 
Assn., the American Supply and Ma- 
chinery Manufacturers’ Assn., and the 
National Supply and Machinery Dis- 
tributors’ Assn., New Peabody Hotel, 
Memphis, Tenn., May 10 to 13 inclusive, 
1937. Secretary, National Association: 
H. R. Rinehart, 505 Arch St., Phil- 
adelphia, Pa. Secretary, American As- 
sociation: R. Kennedy Hanson, 916 
Clark St., Pittsburgh, Pa. Secretary, 
Southern Association: Alvin M. Smith, 
c/o Smith-Courtney Co., Richmond, Va. 

(Continued on page 118) 
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No. 1124 Screen and Storm Window Sets 
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Illustrations HALF SIZE 


One pair No. 724 Cadmium Plated Screen or Storm Window 
Hangers. One 12 Hook and Eye complete with screws. Each 
set packed in an envelope. One dozen sets in a box. 


No. 730 Wrought Steel Screen Hinge 
With Loose Pin Button Tip 





Illustration ONE-THIRD SIZE 


Loose pin hinge with button tip. Full surface. Length of joint 
3 inches. Screw holes of one leaf are countersunk on both sides. 
Packed half dozen pairs in a box with screws. Size of screws 
% x 8. 


No. 1706 Screen and Storm Window Sets 





Illustrations HALF SIZE 


One pair 2 x 2 No. 706 Cadmium Plated Loose Joint Butts with 
Brass Pins, one 1/2 Hook and Eye. Complete with screws— 
each set packed in an envelope, one dozen sets in a box. Specify 
right or left hand. 


( SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS 
NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 








CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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PROTECTED BY PATENTS 


Exclusively 


GIBSON 


We hope you are reading this 
because we are going to make 
a very sweeping and impor- 
tant statement... positive... 
certain and 100% provable to 
the very last detail... Here it 
is! There isn’t any manufac- 
turer anywhere who makes a 
more sales-productive refrig- 
erator than Gibson! 


We don’t care what tests or 
comparisons you make, you'll 
find this statement true. 


NOW, we want to ask you 
something. What other refrig- 
erator offers anything to com- 
pare with the Gibson Freez’r 
Shelf? You're right... NOT 
ONE. It is the greatest sales 


maker in refrigerator history. 


GREATER 


CAPACITY 


GREATER 
CONVENIENCE 
GREATER 


UTILITY 
GREATER 
EFFICIENCY 


The 
MAGI 









Dealers everywhere are say- 
ing, “I'd rather sell the 1937 
Gibson Freez’r Shelf—low 
operating cost—refrigerator 
than sell against it.” 


Write, wire or phone. 


GIBSON 


ELECTRIC REFRIGERATOR CORP. 


Ex Sales Department 
261 North Wells Street 





Greenville, Michigan 


Western Divisional Seles Office 


Feetet. Los Angeles Furniture Mart 
on P 2155 E. ay Bor 
os Angeles, California 
Mood Rotitute out 
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OF 
INCREASED 
FILE SALES 


All over the country business is starting the 
ball rolling for higher wages, greater purchasing 
power, increased sales. 

Now Nicholson File Company starts the ball 
rolling for you, launching a consumer adver- 
tising campaign reaching the great mass of file 
buyers who purchase through hardware stores. 

The booming building trades, the home crafts- 
man market with its phenomenal expansion, the 
revitalized farms and the active lumber fields— 
all are reached by the new advertising of the 
new and better Nicholson Files. 


Why Nicholson Files 
Are Far Ahead 


“Controlled Irregularity” — a special tooth 
construction that gives far greater cutting 
power, keeps the file on the line of work, assures 
your customers of uniform performance. 

At your hardware wholesaler’s. Nicholson File 
Company, Providence, R. I., U. S. A. 


A FILE FOR EVERY PURPOSE 








Coming Conventions 


(Continued from page 116) 


Southern Hardware Jobbers’ Associa- 
tion, 47th annual convention jointly 
held with American Hardware Manu- 
facturers’ Association, 74th semi-annual 
convention, Hotel Roosevelt, New Or- 
leans, La., April 19 to 22, inclusive, 
1937. Secretary Manufacturers’ Assn.: 
Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary Jobbers’ 
Assn.: T. W. McAllister, 1020 Grant 
Bldg., Atlanta, Ga. 


Southeastern Retail Hardware and 
Implement Association, 23rd annual 
convention and exposition, City Audi- 
torium, Atlanta, Ga., Feb. 9 to 11, in- 
clusive, 1937. H. M. Simmons, secre- 
tary, 922 Atlanta National Bank Bldg., 
Atlanta. 


Texas Hardware and Implement As- 
sociation, 39th annual convention and 
exhibit, Baker Hotel, Dallas, Tex., Jan. 
26 to 28, inclusive, 1937. Dan C. 
Scoates, secretary, College Station, Tex. 


Virginia Retail Hardware Associa- 
tion, annual convention, John Marshall 
Hotel, Richmond, Va., Feb. 16 and 17, 
1937. R. A. Frayser, acting secretary, 
602 East Broad St., Richmond. 


The Western Retail Implement & 
Hardware Association, 48th annual con- 
vention and exhibition, Kansas City, 
Mo., Jan. 19-21, inclusive, 1937. Ses- 
sions and exposition: New Municipal 
Auditorium. Herbert J. Hodge, secre- 
tary-treasurer, Abilene, Kan. 


Wisconsin Retail Hardware Associa- 
tion, 4lst annual convention and ex- 
hibit, Auditorium, Milwaukee, Wis.. 
Feb. 2 to 5, inclusive, 1937. George W. 
Kornely. exhibit manager, 3374 N. 
Green Bay Ave., Milwaukee. H. A. 
Lewis, executive secretary, Stevens 
Point, Wis. 


West Virginia Hardware Association, 
annual convention, Fairmont Hotel, 
Fairmont, W. Va., Feb. 11 and 12, 1937. 
H. B. Clower, secretary, Box 127, Oak 
Hill, W. Va. 





Chemical Snow Remover 


“Melt-Ice is a small, white flake, 
which by the heat it generates, is 
guaranteed to melt ice or tightly packed 
snow immediately. Maker states it 
leaves no marks on pavements and 
wood and the solution created will not 
re-freeze at 50 degrees below zero. Safe, 
quick, harmless, and odorless, it is also 
stated that proper solutions of “Melt- 
Ice” in water tanks, extinguishers and 
pails, will make fire equipment always 
ready for instant application at zero 
or below. “Melt-Ice” is packed in 10, 
25, 50, and 100 Ib. bags. Dealers pur- 
chasing the 100 lb. bags and preferring 
to package their own 10 lb. bags, may 
obtain printed bags from the company 
at cost. Melt-Ice Co., 50 Church St., 
New York City. 
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Between Christmas 


and New Year 
(Continued from page 76) 


side Press, however, was entirely 
different. It was a reproduction 
of a pamphlet written by Re- 
becca Burlend, an English woman 
who left Yorkshire, England, in 
1831 with her husband and fam- 
ily, sailed for over two months, 
landed in New Orleans, and then 
took a steamer from New Orleans 
to St. Louis. At St. Louis they 
changed to another boat, traveled 
up the Mississippi and Illinois 
rivers and were unloaded with 
all of their worldly belongings at 
Phillips Ferry, just fifty miles 
from Quincy in the state of IIli- 
nois. This little English family 
traveled over seven thousand 
miles. 

The pamphlet written by Mrs. 
Burlend was published in Eng- 
land in 1848 anonymously under 
the title “A True Picture of Emi- 
gration.” It was years later, by 
tracing land records in Illinois, 
that the author of the story was 
discovered. It is not a very long 
story. It can be read in about 
two hours. Mrs. Burlend must 
have been a well educated wo- 
man. Nevertheless she worked in 
the fields with a hoe and suffered 
all the hardships of a poor pio- 
neer woman. The pamphlet was 
published in England to advise 
other English agricultural peo- 
ple who might think of emigrat- 
ing to America of the hardships 
they might expect, also of the 
rewards that might come to them 
from their labor. 

At the time this book was writ- 
ten Abraham Lincoln, although 
she did not know it, was a neigh- 
bor of Mrs. Burlend. In her book 
she gives very interesting space 
to the land laws of Illinois at 
that time. She describes her 
neighbors, and from the descrip- 
tion one can gather the class of 
people among whom Abraham 
Lincoln lived. But the picture of 
these early settlers is not flat- 
tering. Their mental and moral 
standards were not high. How- 
ever, with true tolerance, Mrs. 
Burlend remarked that she always 
observed that crime, poverty and 
ignorance go hand in hand, and 
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AN IMPORTANT DECISION 


13% of all hand tool sales in hardware stores 
are file sales. A large percentage of all tool cus- 
tomers are influenced in their opinion of your 
store by the quality of the files you sell them. 

Selecting the files you sell is an important step. 
Here are some of the points that justify your 
selection of files with the Black Diamond Trade 
Mark: 





Modern tooth construction. 
Faster cutting. 


Longer life. 


vrTvrovrv 


Teeth that overcome tendency to- 
wards skidding to right or left. 


> Reserve cutting edges that go to 
work as old ones wear down. 


—and complete merchandising and advertising 
cooperation to increase your sales. 

Let Black Diamond Files increase your file 
sales in 1937. 

At your hardware wholesaler’s. Nicholson File 
Company, Providence, R. I., U. S. A. 


SINCE 1863 THE STANDARD OF QUALITY 
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Lawn Mowers 


NEW 
1937 
MODELS 


STEARNS 





Startling— 


Sensational — 


ewness 







alue 


Exceptional — 
in Sales Appeal $7 250 
RETAIL 
(18”" cut) 


An unusual line of simple, dependable products 
— without tricky, complicated mechanism. 
All models equipped with Briggs & Stratton 
engines. Pneumatic tires at slight extra cost. 
Advertised in leading home 
magazines. 


Liberal 
Ask your jobber or write us. 


E. C. STEARNS 
& CO. 


Syracuse, N. Y. 


dealer discounts. 






Four other models—up to 27” 
cut. Prices $89.50 to $235.00. 
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Every Year the Curtain Rises 
on a New Demand for 


DIETZ LANTERNS 


When Dietz Tubular Lanterns were invented, 
their fame and use sped over the world. 
Tonight, they can be seen burning in every 
land where the sun sets. 





Despite the marvellous developments in light- 
ing during the past few decades, Dietz Lan- 
terns still remain the most reliable and out- 
standing low priced portable lights to be 
had. No deterioration — always ready for 
emergency or regular service. 





Every family should own at least one Dietz 
Lantern for emergencies. If customers who 
have only occasional use for a lantern have 
waited until 1937 to get it, sell it to them 
NOW. 


R.E.DIETZ COMPANY - NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. FOUNDED 1840 
ia y 4 
LANTERNS 


Output Distributed Throughout the Jobbing Trade Exclusively. We 
Do Not Sell Chain Stores, Catalog Houses or Syndicate Buyers. 
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that these people in time would 
do better as their worldly wealth 
and education improved. 

She does not have much to say 
about her husband. One would 
gather that she supplied the fam- 
ily brains as well as most of the 
family brawn. In one -chapter 
she tells of a critical period in 
their history when they were put- 
ting out their crops. They had 
no horse and no oxen and it 
was necessary for them to break 
up the land with heavy hoes. 
Just at this time when they were 
both working in the fields, her 
husband fell over a scythe and 
cut his knee so badly that he 
was compelled to give up work, 
and she had to take care of him 
besides all the other things she 
had to do. Then she naively re- 
marks that she herself soon after 
was taken down and gave birth to 
twins and “she did at times feel 
tired.” 

If this article were not getting 
too long I would tell you more 
about Mrs. Burlend. The story 
especially appealed to me because 
it showed how a sober, indus- 
trious couple who were willing 
to work and save, could overcome 
poverty and so many obstacles 
and finish their lives successfully 
surrounded by their children and 
grandchildren. The story of this 
forgotten woman’s courage and 
fortitude makes very helpful read- 
ing at the beginning of a new 
year. 





Electric Range 





1937 


model 


The 


electric 


“Seventy” 
range master cabinet 
shown above is one of a complete new 
line of electric ranges and water heat- 
ers announced by Electromaster, Inc., 
1803 East Atwater St., Detroit, Mich. 


Electromaster 
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The Proper Care and Use 
of an Axe 


(Continued from page 74) 


the dealer to display points out that “Ist Quality Axes 
are guaranteed to be—not too hard, not too soft, and to 
be free from flaws. They are not warranted against injury 
by abuse, or improper grinding. 

“Tf a file is used for sharpening an axe, be sure that all 
scratches are removed with a whetstone or hone. A scratch 
on highly tempered steel, will frequently cause the mate- 
rial to break where it is scratched. 


‘ 





“An axe should be ground to a SHARP EDGE with a | 
CONVEX, ROUNDED BEVEL. This leaves support be- | 


hind the edge. Any axe with a concave, hollow bevel edge 


will break with a slight blow. Any axe ground thinner 
than it is when it comes from the factory (standard gauge) 
will not ‘stand up’ in ordinary use.” 

It is important that a hardware dealer for his own 
protection pay attention to these facts and that he do as 
much “missionary” work with customers buying quality 
axes, whether in individual units or in quantities, as he 
possibly can. Any axe manufacturer, upon request will 
furnish the illustrated informative pamphlet on “Care 
and Abuse of Axes” to dealers, without charge, in rea- 
sonable quantity. 


CORRECT GRINDING IS IMPORTANT 


Base snt town 3 in use and length of service are in- 
creased through proper 
Axes will not be replaced if improperly re-ground. 
Careless grinding will ruin axe either 
the Semaneteanees h te eaten A by P- Bveng or by ma ing 
the edge so thin it will not stand up under the force 
a swinging blow. 
DO NOT USE A HIGH SPEED 
x, DRY GRINDING WHEEL 


An Ane qrounden 0 dry phot wi 
GRIND SLOWLY ON A 
Pn er ehage +a archon 

of the very edge and 


qnpise tnd grind to about one-all 


edge. 
Work for fan-chape effect; leaving rein- 
forcement at corners adequate for suffi- 
cient strength. 


Then “‘roll off’’ a convex bevel as shown in 
this cross-section illustration of of axe bit, 

4q< This illustration is exact life size” 
and shape of PROPER. Y< GROUND 
CUTTING EDGE. 


This shows the 'UENT MIS8- 


It is ground CONCAVE—the wrong way 
<@= —leaving ee ey support—behind the 


edge— i. 
IT WI WILL B BREAK Rage VERY EASI ais 
This shows the cutting with a 


long straight bevel; ‘ee the con- 
cave bevel next above; but still without 
cuticlent reinforcement Bask of the edge. 


© Follow instructions. Observe 
Mustration oe abows). “Roll-off” a CON- 
VEX PROPERLY GROUND 





bevel fi 
pe Batya EDGE and axe will more 
service and GREATER SATISFACTION. 
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VISIBILITY! 


WYTEFACE 


TRADE MARK 


STEEL MEASURING TAPES 


Visibility alone will sell this new black- 
on-white steel tape, nine times out of 
ten. Other exclusive WYTEFACE 
features—a new resilience that obvi- 
ates kinks, and a crack-proof surface 
that protects the steel from rust —give 
you a selling story that will mean real 
tape volume. 


Feature WYTEFACE for new tape 
sales. Attractive displays are included 
pid alelbt aed st-tde(- Mes eMe Zoltt abc tst-¥ Mle) col-t a 
Write today for a catalog and complete 
babies auit-te ley ee 


KEUFFEL & ESSER CO. 


HOBOKEN, WN. 3 
NEW YORK CHICAGO ST. LOUIS SAN FRANCISCO DETROIT MONTREAL 
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Reputable Manufacturers and A gents 
Do Not Have This Problem 


Your editorial, “Salesmen,” on 
page 29 of the November 19 issue, is 
interesting and, no doubt, the true 
description of a condition which ex- 
ists to some extent. 

I beg the liberty of expressing my 
opinion on this matter and making 
the following comments. Like al- 
most everything else in the world, 
manufacturers, manufacturers 
agents, and salesmen are graded all 
the way from good to bad. There 
are many manufacturers whose prod- 
ucts, financial stability, personnel, 
and policies do not entitle them to 
be in business; and, on the other 
hand, there are many salesmen, par- 
ticularly those operating as manu- 
facturers agents, who have no place 
in this field. 

Generally speaking, the proper 
combination for the best results is 
the good manufacturer and the 
high-grade salesman or manufactur- 
ers’ agent. When other combinations 
endeavor to cooperate the general 
result is not satisfactory. There are 
many good salesmen endeavoring to 
operate as manufacturers’ agents 
who are unsuccessful because the 
requirements of a successful manu- 
facturers’ agent are business ability 
and experience together with sales 
ability. Many good salesmen lack 
the necessary business ability to deal 
with manufacturers or to conduct 
their business properly even though 
they are aligned with good manufac- 
turers. 

In my opinion there are several 
important factors for the conduct of 


122 


a successful manufacturers agency, 
and I should list them as follows: 
Good manufacturers to represent, 
although, of course, these cannot be 
always contacted immediately. 

A definite understanding with 
manufacturers — preferably in con- 
tract form and, at least, in writing 
at the time the arrangements are 
made. 

Personal contact with manufactur- 
er in making arrangements, as this 
is far better than by mail. 

Mutually satisfactory arrange- 
ments, as if they are not that way 
the deal cannot last. 

Exclusive territory with duplicate 
invoices and commissions on all or- 
ders received from, that territory, 
whether orders are received by the 
manufacturer from the salesmen or 
direct from the customer. 

Representation of sufficient lines 
for a good income, but only within 
the ability of the salesmen to repre- 
sent the lines properly. 

Sufficient organization to cover the 
territory agreed upon between the 
agent and the manufacturer. 

Insistence that the manufacturer 
live up to terms of contract, and 
strict adherence to terms of con- 
tract which agent agrees to accept 
or do on his part. 

Backbone to disagree with manu- 
facturer if his terms or policies set 
forth from time to time seem detri- 
mental to interests of both manufac- 
turer and agent in so far as sales are 
concerned in territory represented. 

Contact with manufacturers 


through attendance at national and 
local conventions. 

Determination to set the proper 
policy for the conduct of the agent’s 
business and to continue on the pol- 
icy decided upon if considered 
proper. 

I believe that there is a sufficient 
number of good manufacturers in 
the United States willing to work 
through manufacturers’ agents so 
that agents seeking lines can even- 
tually contact this type of manufac- 
turer. The fact that there are many 
successful manufacturers’ agents in 
this country representing manufac- 
turers on a mutually satisfactory 
basis proves that proper results can 
be obtained by the salesmen desiring 
to go into the manufacturers’ agency 
business provided that the party with 
this intention has the proper all- 
around business ability. 

We have been engaged in this 
form of sales work, as you know, 
for a great many years, and we have 
never had one instance of any manu- 
facturer endeavoring to withhold 
commission on any merchandise sold 
in the territory which we contracted 
to represent the manufacturer in. 

If the manufacturers’ agent with 
ability will seek to contact the 
proper type of manufacturer, he will 
find that such complaints as you 
mention are rare. The agent just 
starting out who is unfortunate 
enough to find himself mixed up 
with factories of the type that you 
mention should be on the lookout for 
other lines; for so long as any man- 
ufacturer with these tendencies can 
find any one who will represent him 
under the condition mentioned, it 
will be very difficult to eliminate the 
practices complained of in your 
article. 


—J. F. G. 
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The D Biggest Selling 
HORSE SHOES 





@ America’s most depend- 
able Horse and Mule Shoes for Half 
a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 
through regular trade channels 


OTHER PHOENIX PRODUCTS @ 


Toe Calks Ribbed Steel (bars) RUBBER GOODS 
Screw Calks Chain Hooks and Horse Shoes 
Drive Calks Cold Shuts Pads—Drive Calks 
Shoes and Tools Spuds for Tractor Door Mats 
Racing and Sport and Lawn Mower Force Cups 

Shoes Wheels Radiator Hose 


PHOENIX MANUFACTURING COMPANY 


Largest Manufacturers of Horse 


and Mule Shoes in the World 


332 South Michigan Avenue, Chicago, Illinois 
Catasauqua, Pa. 
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NO TERMITES 


in Solarite’s 


Price Structure 





TERMITES — tiny, blind in- 
sects which work under cover 
eating away the wooden sup- 
ports of buildings and leaving 
a mere shell which is apt to 
collapse suddenly. 
Solarite—the Peer of all Cold Water Kalso- 
mines—-is tailor-made for the hardware trade 
in its price structure which takes away every 
advantage of catalog and mail order houses. 


Solarite’s new condensed range of tints—only 
12 colors and white—simplifies stocks. 


Ask your jobber for details of Reardon’s “New 
Deal for Dealers” and write us if he has not 
yet stocked Solarite. Address nearest factory. 


THE REARDON COMPANY 


Second & Clinton Sts., St. Louis, Mo. 


1444 W. 37th St. 526 S. Alameda St. 
Chicago, Ill. Los Angeles, Calif. 





The Peer of All 


Cold Water Kalsomines 
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Ski Trails are Profit Trails 


(Continued from page 67) 


will most certainly reflect upon 
the store. 

Both novices and experienced 
skiers are attracted to the cabin. 
Many are strangers to the store 
and have since become good ac- 
counts. A skiing prospect is al- 
ways shown the equipment in the 
price range he asks to see. But 
whenever possible the better qual- 
ity merchandise is brought for- 
ward and its advantages pointed 
out and comparisons made. No 
attempt is made to use high pres- 
sure salesmanship, but rather by 
suggestions, to increase the sale. 
This wish to please often results 
in sales of sizable amounts since 
a good pair of skis will cost 
from $20 to $30 and other acces- 
sories accordingly. 

When a beginner comes to the 
Hut, the salesmen’s skiing experi- 
ence stands them in good stead, 
for the experienced skier is more 
or less open to persuasion. He 
must be fitted exactly to his needs 
and the salesmen must also be 
prepared to answer numerous 
questions about the sport itself. 
Wrong information is never given 
in an attempt to make a sale, but 
the clerks readily admit when 
they cannot answer a question 
and always offer to obtain the 
answer from a skiing manual, 
which Mr. Winne keeps on hand. 

It is not an unusual experience 
for the sale to start with a pair 
of skis, proceed to ski boots, ski 
poles, suits, and other accessories. 
A prospective buyer is always 
permitted to handle the various 
items and inspect them at his 
leisure, for Mr. Winne realizes 
that sportsmen have highly indi- 
vidual tastes and prefer trying 
out the equipment before making 
a purchase. 

The sale of ski clothing was 
an entirely new experience for 
Mr. Winne. Since it marked the 
entrance of clothing into a hard- 
ware store, new problems in mer- 
chandising and handling arose. 
But with the help of friendly 
clothing merchants, these difficul- 
ties were overcome and sales pro- 
ceeded smoothly. Seldom will this 
type of clothing be in competi- 


tion with neighborhood clothing 
stores. 

In conjunction with the Ski 
Hut, a large store window, front- 
ing on Wall St., a main thor- 
oughfare of Kingston, is given 
over to the display of winter 
sporting goods. Prominent in the 
foreground of this window is a 
placard, inviting passersby to 
come in and visit the Ski Hut. 
Since the window itself is at- 
tractively arranged and wintry in 
atmosphere, it provides an effec- 
live inducement. 

To skiing prospects, Mr. Winne 
mailed 3500 attractive announce- 
ments. These fliers he believes 
are more effective than newspaper 
advertising. Lettered in blue, they 
asked, “Goin’ Skiing?” and after 
listing his complete stocks, con- 
cluded with an invitation “to 
stop at the store on the way to 
the ski trails for anything in the 
ski line.” 

Mr. Winne has also established 
the Hut as ski headquarters for 
that section of the country. Lo- 
cated in the foothills of the 
Catskill mountains, Kingston 
boasts of four ski clubs in its 
vicinity. Of these, Mr. Winne and 
his clerks are members and since 
all have the one mutual interest, 
the store is able to obtain many 
good prospects. Attractive circu- 
lars have been printed, for dis- 
tribution at the club meetings, 
describing neighboring skiing fa- 
cilities, and, of course, the Hut’s 
complete line of equipment. 

Directly opposite the Hut, Mr. 
Winne has placed a_ bulletin 
board, on which is posted all the 
latest ski news; club activities, 
photographs and maps of ski 
trails, and ski train schedules. 

The ski trains are very popular 
with ski enthusiasts and the reg- 
ular excursions conducted by the 
railroads bring many persons 
from distant points. Although the 
trains include a small equipment 
store, sponsored by a large New 
York department store, it offers 
no serious competition to Mr. 
Winne. The train store is usually 
sold out by the time of its ar- 
rival and then Mr. Winne is able 
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“UNION” 
ROLLER 
SKATES 







No. 5 for 
Boys and 
Girls 


And Now For 
A Busy Roller Skate 
Year With “UNION”’— 


Industry speaks—our factories, mills and stores 






are busy—employees are rejoicing because of in- 
creased trade and wages. A prominent newspaper 
recently carried this headline: “470,000 to get pay 
raises of 76 millions.” When people earn more 
they spend more. Now is the time to plan for a 
bigger and better year’s business with 


UNION HARDWARE 


Ball-Bearing Extension Roller Skates 


These nationally known skates are made in ten popular 
selling models for both outdoor use as well as for rink 
roller skating. 


The No. 5 model, illustrated above, is a favorite with 
boys and girls. Standard type half strap heel, nickel 
plated. Double ball race with self-contained ball bear- 
ing rolls. All parts are made from best cold rolled 
steel. Extend from 814 to 1034 inches. Oscillating 
trucks with best rubber cushions permit turning in a 
three foot circle. Straps are Genuine Top Grain 
Leather, protected by a formed steel loop which pre- 
vents their cutting or pulling out. 


For Rink use we recommend our No. 140 model for 
Men and No. 140L for women. These skates are big 
sellers for indoor skating. 


Please order from your Jobber 
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QUICK LOW-COST 
DECORATION 









muraltone 


We Ynnoy Saving Iain in the rang 
SUITS EVERY POCKETBOOK 


You know that there are hundreds of homes in your community in 
need of re-decoration. Their owners have not re-painted rooms which 
are in crying need of paint simply because of cost. 

MURAL-TONE gives you the appeal that will encourage these 
people to buy. “Enough paint for a room for the price of a few 
movie tickets.” 

It is something everyone can understand. Will it work, you ask? 
Our answer is that it has worked for scores of dealers from coast- 
to-coast. 

Your explanation of MURAL-TONE’S low cost is so logical—the 
concentrated casein-lithopone wall paint in thick paste form. A 
gallon, thinned with water, yields a gallon and two-thirds of paint. 
Dries in forty minutes to a beautiful, flat finish. A dramatic story 
full of selling points. 

We are telling the story to volume buyers as well as home-owners 


“every week and every month. Send the coupon today. You can make 


money with MURAL-TONE. 


Reasons why MURAL-TONE is selling—and repeating: 
1. Dries in forty minutes. 4. Will not lime-burn. 
2. One coat covers—and 5. 90%lightreflective. 

hides on most surfaces. 6.1 gallon yields 1% 
3. Adheres to unseasoned gallons of paint. 
plaste: and cement. 7. Cuts costs 25%. 


THE MURALO COMPANY, INC. .- founded 1894 


566 Richmond Terrace, Staten Island, N.Y. 
BOSTON « CHICAGO ¢ ATLANTA « SAN FRANCISCO 
The Muralo C>., Inc., 566"Richmond Terrace, Staten Island, N. Y. 


Gentlemen: Sead me full information about MURAL-TONE and 
tell me how it can make money for me. 
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EAGLE MANUFACTURING CO. 
Wellsburg, West Virginia 








to step into the breach and equip 
those who have not been able 
to make their purchases on the 
train. 

Skiing, in the past considered 
a European sport, has, in recent 
years, gained in popularity in this 


country, due to promotional work 
by-Jarge retail outlets, ski trains 
and newspaper and periodical at- 
tention. Hardware stores are find- 
ing it a profitable stop-gap before 


the summer sports sales. 





TreatsGoAfter Mill Supply Business 


(Continued from page 70) 


infrequently some purchasing 
agent whom the firm has served 
over a period of years will place 
sufficient confidence in the firm 
to ask it to relieve him of most 
of the routine details of pur- 
chases. Business placed on this 
basis is not in large volume, but 
in the aggregate it is profitable. 
When the purchasing agent does 
this, he saves time and effort for 
other duties, and Treat’s are in 
turn enabled to tie their bond to 
the factory and their mill supply 
business still closer. 

The firm sends frequent direct 
mail letters to factories, with the 
salesmen determining who shall 
be on the mailing list. Some fae 
tories have only one name on the 
mailing list while others have 
several. The salesmen know “who 
is who” and are the best guides 
in keeping the list complete and 
alive. When manufacturers intro- 
duce new items of interest to the 
industrial trade or make any 
other important changes in their 
lines Treat’s mail out circulars 
to their customers, and the sales- 
men follow up by making a con- 
centrated drive, ‘using this prod- 
uct news as the reason for the 
call and as a “leverage” in the 
interview. 

On new goads, salesmen are 
called into conference before the 
line is taken on and in this man- 
ner they are “sold from the start.” 
Before the order is placed the 
salesmen are consulted as to 
what plants use the item and in 
what quantities. In this manner 
a fairly definite idea of probable 
requirements is obtained. When 
it can be arranged the manufac- 
turer’s representative gives a 
demonstration and explanation of 
the new product so that Treat’s 
salesmen can do a real selling 
job. 

Treat’s factory salesmen sell 


lots of paint, Mazda _ lamps, 
builders’ hardware, and janitors’ 
supplies to the plants in addition 
to strictly industrial supplies and 
materials. On Mazda lamps alone 
a volume of $12,000 has been 
secured from one plant. In mak- 
ing their regular calls the sales- 
men are able to keep posted on 
repairs, expansion under way or 
being contemplated,, and can 
make the first “bid” for the busi- 
ness resulting from such activities. 
Developments, such as a new line 
being produced by a factory, are 
closely watched, as new require- 
ments often result. 

Industrial supplies are often 
featured in Treat’s windows and 
while such displays are not a big 
factor in stimulating the demand 
they do serve to make factory 
employees conscious of the firm’s 
desire for the mill supply busi- 
ness. It is believed that when 
plant employees learn that the 
plant in which they are employed 
buys its supplies from Treat’s 
that this also is an influence in 
getting the personal patronage of 
factory workers. Some individual 
tool business is always obtained 
from such employees. 

Although the firm occupies an 
excellent downtown location, this 
has not been an advantage so far 
as the factory trade is concerned, 
except that the store can bé more 
conveniently visited. Treat’s make 
every effort to get factory buyers 
to visit the store to build pres- 
tige and to tie them closer to the 
firm. The mill supply stock is 
carried in the regular basement 
storeroom, and the expense of 
special selling effort is practi- 
cally the only extra cost factor 
involved. 

The firm is convinced that most 
factories welcome a local dealer 
as a source of supplies, provided 
prices, stocks and delivery ser- 


HARDWARE AGE 








ps, 


on 
nd 
ne 
en 
ak- 
es- 
on 

or 
an 


ne 
ire 





as 


HERE’S one of the fastest selling items in the retail 
hardware trade , . . ball bearing casters that roll in any 
direction quietly, smoothly and without effort. 
MERCHANTS MAKE MONEY WITH “ACME” CASTERS 

Every customer is a logical prospect for “ACME” Ball 
Bearing Casters. All you have to do is demonstrate. . . 
roll an “ACME” along the counter or in the palm of your 
hand and the sale is made. Stock “AcmEs” and roll up 
profits. 









THE ScHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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vices are “right.” Treat’s are con- 
fronted with some price competi- 
tion, but it is said that this factor 
is not as serious as is generally 
believed in the medium sized in- 


COMPRESSED 


















a a | dustrial centers such as Law- LEAD HEAD 
i — ) ° 
i HERE'S THE ONE rence. The firm feels that it can- NAILS 
Ll OIL MADE SPECIALLY not get all of the business under 
| bs 1 FOR ELECTRIC any circumstances, but it does oc- 
WASHERS AND casionally meet prices on a basis 





which does not return an ade- 
quate margin. Each such instance 
is an individual affair, being han- 
dled in accordance with the par- 
ticular situation prevailing at the 
time. 

In the firm’s wholesale depart- 
ment dealers in nearby towns are 
protected on the factory trade. 
With Treat’s furnishing the stocks 
not regularly handled and sup- 
plying services, such dealers are 
encouraged and aided in getting 
the industrial business. Even 
though the dealer carries only a 
skeletonized stock of mill sup- 
plies, he is given protection on 
any special orders that are re- 
ceived from the factories which 
regularly buy their supplies from 
his store. 

The firm’s factory business 
presents practically no credit or 
collection problems, and entails 


Actual size standard 1% in. Dickson Lead 
Head Nail running 87 to the pound. 


REFRIGERATORS 








Without impairing their lead caps in any 
way, these nails drive directly through un- 
punched lapped roofing sheets, seal the nail 
holes with lead and make a sheef metal 
roof watertight, protect it from rust and add 
years fo its normal life. 


Dickson nails are the neatest in appearance, 
the most efficient and by far the least ex- 
pensive of all lead head nails. 

Dickson nails are available in barbed or 
screw shank form, bright or hot galvanized 
in 1°°, 1%4"’, 1%0"’, 1%4"", 2°", 2%", and 2%" 
sizes all 10 gauge. 

Also galvanized Lead Head Fasteners, 10 
gauge, 4’ to 18"’ in length, for laying sheet 
metal roofs on steel framework. 


Dickson Weatherproof Nail Co. 


America’s Largest Producer 
of Lead Head Roofing Nails 


P. O. Box 334 Evanston, Illinois 
(Suburb of Chicago) 
















THAT'S WHAT | 
WANT. I'VE SEEN 
THE ADS IN fe 
Collier's 


UNIQUE OIL OFFERS 
YOU EXTRA BUSINESS! 

















ECAUSE Gulf Electric-Motor Oil is 

the one oil made specially for elec- 
tric refrigerators, washers and major 
household appliances, it opens a Auge 
new market for you without cutting into 
your present sales of household oil. 


And when we say Suge market we're 
not spreading it thick. Two out of three 
of your customers 
own expensive elec- 
tric appliances, and 
this is the only oil 
made specially for 
them. It’s advertised 
in Collier’s and 
American Home. 

The 2-oz. can isa 
10c retailer; the 8-oz. Mn eae | 
can sells for 25c. E ectnc M tor 
And the profit is 
LIBERAL! Write 
Gulf Petroleum Spe- 
cialties, 541 Gulf 
Bldg., Pittsburgh, 
Pennsylvania, for 
complete details. 


The One Oil Made Specially 
for Major Electric Appli 


GULF 
ELECTRIC-MOTOR 
OIL 


mmm 


Oj 
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very little expense. Most of the 
industrial concerns pay promptly 
on an orderly schedule. It is only 
necessary to watch and learn 
whether it is the practice to pay 
on the 10th or 15th of the month 
and be governed accordingly. 

Some years ago the firm was 
faced with the problem of factory 
employees wantirig factory prices 
on merchandise for personal and 
gift purposes. After some diffi- 
culty a rule was established that 
the factory price would only ap- 
ply on goods ordered by the 
factory in a formal manner. This 
rule placed the question on spe- 
cial consideration for employees 
pretty largely on the factory’s 
shoulders. In an “educational” 
campaign which followed the firm 
showed factory executives and 
purchasing agents how much time 
and trouble it was for the factory 
to obtain special price conces- 
sions for employees, and as a 
result this vicious practice has 
been almost. completely elimi- 
nated. 

When the firm was established 
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STOCK 


TURFMAKER 
AND 


TRU-SHADE 
LAWN SEED MIXTURES 


TWO OUTSTANDING 
BLENDS 


Less than 3% Inert Matter 


Less than 3/10 of 1% 
Weed 


NO NOXIOUS WEEDS 


Write for Prices 





F.H. WOODRUFF & SONS 
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Townsend 
Wire Stretcher 


With this implement the person 
stretching the wire can quickly and 
easily nail it to the post from 
which he is stretching with- 
out assistance. 


Made with 3-ft. wooden 
lever, to which is at- 
tached sturdy malleable 
iron pinchers, into 
which are riveted Ser- 
rated Steel Grips war- 
ranted not to slip. 





It stretches to the last 
post at the end of the 
fence as well as to any 
other. Works equally 
well on plain, twisted, 
barbed wire, or woven 
wire. Also ideal for 
tightening bands and 
wire on large shipping 
boxes, crates and bales. 
Profitable seller. 


Will last 25 or 30 years. 


B. W. TOWNSEND 
Painted Post, N. Y. 
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Rollfast 


ROLLER SKATES 


' » p 
The big steel balls 


make them sturdier... 


D. P. HARRIS HDW. & MFG. CO., INC. 
D. P. HARRIS BLDG., NEW YORK, N.Y. 











JANUARY 14, 1937 


in 1859—77 years ago, as the James 
A Treat Supply Co., it handled mill 
supplies exclusively. In 1892 it 
merged with the Lawrence Hard- 
ware Co., and the consolidation be- 
came the Treat Hardware & Supply 
Co. Following the purchase of the 
hardware business of the Robinson- 
Toohey Co., in 1919, the firm’s pres- 
ent name was adopted. More than 
50,000 items are carried on the 
forty-odd thousand square feet of 
floor space used by the firm. Off- 
cers of the corporation are: Arthur 
E. Jones, president; John G. Kellett, 
treasurer, and Ralph W. Turner, 
secretary. 

Members of the firm’s board of di- 
rectors are: Arthur E. Jones, John 
G. Kellett, Ralph W. Turner, Alfred 
Bourget, Paul R. Clay, Esq., Frank 
M. Andrew and John J. Donovan. 
Department heads are: William 
Kirsch and Edward Hagen, mill sup- 
plies, and Everett MacAskill, office 
manager. 


She Does “The Darndest Things” 





Helen R. Cunnison, publicity man- 
ager for J. R. Westbrook Co., hardware 
firm in Riverside, California, graduate 
of the Chicago Academy of Art, is the 
creator of the display card reproduced 
below. Miss Cunnison has had actual 
selling experience in the Westbrook 
store and her advertising and display 
ideas are backed with practicality. She 
was advanced to her present position 
last year. 


JHE DARNDEST THINGS 
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U.S. 
HEXLOK 
Poultry Netting 
sets an entire new 
standard of quality for 
hexagon-mesh fabric. 


The LOCK-TWIST 
Weave produces a more 
uniform, more rigid fab- 
ric, neater in appearance, 
easier to handle and cut, 
superior in service. 


U. S. HEXLOK is avail- 
able in all fast-moving 
widths and weights, Gal- 
vanized Before or After 
Weaving; heights 12 to 
72 inches. The one- 
- ~ 5 in _ 
an auge; the 
two-inch mesh in No. 16, 
19 and 20 gauge; the 
144-inch ook tnt. 16 
auge. All Copper. 
Beating Steel Wire. 
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SISA 


U.S. STRAITLOK—the 
original straight-line net- 
ting—is woven like farm 
fence. The straight, par- 
allel line wires and mes 

wires are bound together 


by the Lock- Twist weave. 


U. S. STRAITLOK 
stretches perfectly with- 
outtop-rail or baseboard. 

osts less to erect... 
Gives long, satisfactory 
service. 


Made of Copper-Bearin 
Steel Wire in one an 
two-inch mesh Galvan- 
ized Before or After 
Weaving. Furnished in 
all standard heights from 
2 to 72 inches. 


U. S. HEXLOK and 
U. S. STRAITLOK 
Poultry Nettings cost no 
more than ordinary fab- 
rics. Ask your Jobber or 
write direct! 





INDIANA 





STCECL & WIRE CO. 





130 
































Fireplace Fixtures Featured by 
Fox & Schamel 


TL VEN before the first hint of cold 

veather, Fox & Schamel, Flush- 
ing, Long Island, N. Y., began to 
display in one of its windows fire- 
place mantels, fireplace sets, and- 
irons, compressed fuel in the shape 
of logs, ventilating screens and 
radiator covers. Only the stock 
shown in the window display plus a 
few pieces displayed just inside the 
door were offered (no orders being 
taken for items in the catalog but 
not in the store) thus keeping the 
inventory at a minimum. The store 
referred any inquiries as to the man- 
tel to the showroom of the local 
factory where these are made for 
sale around $20 to $25. 

Fireplace accessories were offered 
in a fairly wide range of prices and 
styles. The background used for 
this display has been used for show- 
ing other lines and was constructed 


by Fox & Schamel from composition 
board, finished in water colors and 
trimmed in wooden furring strip. 
Fireplace equipment was supple- 
mented by radiator covers in dif- 
ferent finishes and __ ventilating 
screens as shown on the background 
together with manufacturers’ display 
material on paint and enamei. This 
window was used for several weeks, 
new fireplace items being put on 
display to replace items sold. The 
line was given some space in the 
store’s strip advertisement in a local 
paper. 

Displayed inside the doorway was 
a table with compressed fuel and 
fireplace equipment opposite which 
was a pyramided display of and- 
irons, etc. Mr. Schamel reports 
that customers buying this equip- 
ment will usually purchase andirons, 
fireplace sets, etc., at one time. 





This window display, featuring Nesco enameled ware accounted for quite a size- 
able increase in enameled ware sales.for the Odell Hardware Co., Greensboro, 


N. C., according to D. H. Lambert, sales manager. 


Showing a very complete 


assortment, this display has not been overcrowded and has a good degree of 


display balance. 
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Handiest 
One 





In Steel 
No. 7148 
















=| In Brass 
1 No. 07148 
Ever . 
’ Iustration 
Actual Size 
& 


77 HIS lock is used for either drawer or cupboard. 
Usimpty requires the boring of one small hole 
for the cylinder. 
The embossed bow keys are attractive to the 
average user, the three secure levers with which 
this lock is made afford genuine security, and the 
thirty-six different key changes regularly supplied 
are more than adequate for ordinary purposes. 
At an extra price, additional key changes run- 
ning into the thousands are available. Size 134” 
x 1%”. A flat strike furnished with each lock. 


& 
The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets CabinetLocks Machine Screws 


cicie {8C « CO. 


26 Warren Street -- New York 
Branch Offices: 


Philadelphia, Pa. Chicago, il. Boston, Mass. 
Works at Terryville, Conn. 




















521 Commerce St. 177-179 N. Franklin St. 114 Bedford St. 
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Atlas ships immediately from ample stocks always carried 
ola Malelale beet Al-1h-1ob Amelie ilale Mi (ololol-lamelile Me (-tel (Iam oMureliliol ii 


a balanced inventory, meet all customers’ needs with 


‘spot’ delivery, and increase both turnover and sales. 














COMPLETE LINE— 24,000 ITEMS 














TACK CORPORATION 


FAIRHAVEN, MASSACHUSETTS, U.S A 











WIRE CLOTH 


e REASONS WHY 





From the Painting by Frank Vining Smith 


“The Wanderbird” 


Many a Stormy Wind Shall Blow 


‘Ere Jack Comes Home Again 


GRAY-WICK leads in Popularity: 
. 4 John S. North, North Bros., Philadelphia, 


Pa., writes interesting letter recounting 
experience aboard the Wanderbird, in 
rounding Cape Horn, most dangerous 
of adventures of the old sailing days. 


@ Pleasing dull galvanized finish. 


@ Doubly protected against corrosion, 
being electro zinc coated, and enam- 
eled with pigmented varnish. 








@ Made from Open Hearth Copper- 
Bearing steel in modern Natural Gas 
furnaces. 


@ Retains finish after years of satis- 
factory service. 


@ Packaged in handy individual cartons 
and furnished in 18 to 48-inch widths. 
Also extra wide widths. 


Ask Your Jobber for WICKWIRE BROTHERS 
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WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 
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JOHN S. NORTH 


44° 30° S 
YW 


12-13-36 Lat. 
Long. 77° 
8 Bells. 


We are now nearing good old 
Talcahuano (about 400 miles) hav- 
ing beaten Mr. Horn at his game, 
but boy, oh boy, did he give us the 
works and put up some fight to 
keep us there. Haven’t time to write 
you about it—don’t know that I 
could. It was a grand experience, 
full of action and excitement. We 
had 16 separate and distinct gales 
60-80 miles an hour and one at least 
near hurricane. It was work, work 
all the time—up and down sails— 
and out oil bags day and night. 

Unbelievable mountainous seas— 
some probably 50 feet high or more. 


Windjammer, chartered for vacation, 
safe in Pacific, heading for California. 


Crests of these wicked seas were 
blown into spray, giving the ap- 
pearance as far as you could see of 
a heavy snow storm. I tried many 
times to take pictures and hope I 
got a few, but it was impossible to 
keep lens of camera dry, to say 
nothing of holding it still with wind 
blowing your hair out, seas breaking 
over and ship rolling and pitching 
almost on side and on end. But 
this is one grand ship and we were 
never in danger except you must 
learn to watch the seas and hang on 
tight if one is going to break over. 

Oil bags are wonderful. Three 
small canvas bags packed with 
oakum and quart of fish oil and 
hung out to windward will kill prac- 
tically every sea for 8-12 hours. I 
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The Rooster trademark in every bale of Wright netting makes 
users ask for more of it by name. It is so evenly woven that 
it is erected easily and its quality speaks for itself continuously. 
Its heavy. galvanizing makes it last. Users appreciate this high 
quality netting. Copper bearing steel exclusively. 


G.F.Wricut STEEL & Wirt Co. 


WORCESTER, MASS., U. S. A. 
New York - Atlanta + Chicago - Los Angeles 


WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 
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A Deut Disabectant fr 
WhEatT—oaTs—BARLEY 
+e Posads Treas 160 Burbelt 
comramts 


Farm authorities recommend New Improved CERESAN. 
Farmers know what it will do for their wheat, oats and barley yields 
by reducing seed-borne diseases. And now — with farm income 
much higher — every farmer can easily afford this low-cost pro- 
tection. Put these three facts together — add our effective national 
advertising — and you have the reason why you can look forward 
to bigger New Improved CERESAN sales and more profit! Stock 
up now so you'll lose no sales. Write your jobber today. 


BAYER-SEMESAN COMPANY, INC. 
Du Pont Bidg., Wilmington, Del. 
Manufacturers of Du Bay Seed Disinfectants 


Semesan Jr. for Corn © Semesan Bel for Potatoes « 2% Ceresan for Cotton, Sorghums 
Semesan for Vegetables and Flowers » Nu-Green and Special Semesan for Brown Patch 





MY SALES INCREASED 


sf 19 7d A MONTH THROUGH 


SPEED-O-LITE REWZALS 






J J 

Writes enthusiastic Dealer. 
Dealers everywhere report tremendous earnings. 
And why not? The SPEED-O-LITE is in BIG 
DEMAND. It rents on sight. Simply put our 
FREE Advertising Material to work and the 
rest is easy. Cash starts rolling in the first 
week. You don’t have to be satisfied with the 
extra revenue from SPEED-O-LITE rentals. 
Experience of thousands of dealers proves con 
clusively that this sensational machine is the 
GREATEST MERCHANDISER OF FLOOR 
FINISHING MATERIALS ever developed. Ac- 
tual sales records show that material 
sales equal or exceed rental earnings. 


BIG CASH EARNINGS 


AWAIT YOUR ACTION 
Hundreds of prospects right in 
your territory are waiting to rent 
this machine. No sales resistance. 
Let us send you a SPEED-O-LITE 
for 5 DAYS AT OUR EXPENSE 
and prove this to yourself. Simple 
to operate. Heavy-duty, ball-bear- 
ing motor guaranteed against 
burn-outs. The Speed-O-Lite weighs 
























NO DUST 
NO MUSS 








only 80 lbs.—works right up to the 
quarter-round—Picks up all dirt 
and dust—leaves a ballroom finish 
on every floor. 


TRY IT ON 5 DAYS FREE TRIAL OFFER 
-MAIL COUPON TODAY--. 


t 

, LINCOLN-SCHLUETER FLOOR MACHINERY CO. 11437 | 
212 W. Grand Ave., Chicago, Illinois { 

8 Please send full details of your 5-day FREE Trial SPEED-O- 

j LITE Offer. Also complete information on your Merchandising J 
Plan for Dealers. 
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bec TWE 
OUTSTANDING 
FURNITURE 
CASTERS 


Bassick 


““DIAMOND-DART’’ 









FULL 
FLOATING 
BALL 
BEARING 


These are casters that every 
hardware dealer should feature! 


Two sizes with solid tread or rub- 
ber tread composition wheels. 
Ask your wholesale distributor for 
Bassick “Diamond-Dart” casters. 


THE BASSICK DISPLAY BLOCK 





Write for information and how to secure 


this display (8" x 12") that will double 
your caster sales. i 


THE BASSICK COMPANY 


Connecticut 





Bridgeport 
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have never seen anything work so 
like magic. 

It will probably surprise you to 
know that our most quiet and rest- 
ful time was during a gale. The 
ship is hove to under reefed fore- 
sail and jib if we think it will stand 
without blowing out—oil bags put 
out if seas require it—wheel lashed 
down and ship keeps her head into 
wind and drifts on certain . course 
unless wind changes. Then we all 
go below to comfortable cabin with 
cheerful coal fire and let her blow. 
The only thing to be done is for 
those on watch to go up every half 
hour or so and check the gear to see 
that what sail we have up is ok. and 
check wind and course ship is head- 
ing. 

The big trick around the Horn is 
to watch wind every minute and get 
sail in when gale hits before it is 
blown out. Many of the gales came 
up from only moderate wind to 6-70 
mile in 5 minutes. We only tore 
main sail once, which I think is a 
very good record. That time, in 
sight of Horn with very light wind 
taking pictures and hoping for more 
wind to get us by, we had 6-70 mile 
wind come up almost in the wink 
of an eye. 

Snow we had very little, but rain. 
sleet and hail we had almost hourly. 
Lowest temperature I think was 39 
degrees, but it was cold and damp 
and we were continually getting wet 
with seas and spray or being ducked 
working on lee deck when it went 
under or filled with seas taken over 
the bow. 

If you have any desire to hear 
the wind howl and roar and whistle 
continually through the rigging, and 
grow from nothing to a gale while 
you turn around at the wheel, come 
and visit Mr. Horn. He has fairly 
earned his reputation and I don’t 
think he will disappoint you. 

When you round the Horn, the 
whistie blows and you start the game 
at 50° S in the Atlantic. If Mr. 
Horn doesn’t win the game in the 
meantime, the whistle blows again 
at 50° S in the Pacific. You then 
stick out your chest, take advantage 
of your privileges from now on of 
snitting to windward and tell Mr. 
Horn exactly where he can go. 

We crossed 50 Atlantic Friday, 
Nov. 13 (what a day to be out) and 
crossed 50 Pacific Friday, Dec. 11 
—actual distance of about 1000 
miles but we sailed 2300 to make it. 
We had dead head winds, gales and 
strong head current for three weeks. 
We would make a little, then gale 
would hit us almost daily and we 
would have to leave to and often 
drop more than we had made. 


Finally, last Thursday off western 
end of Straits of Magellan, we got 
the long hoped for break. The wind 
shifted from N.W to W.S.W. and we 
put on all the canvas we could 
safely carry and beat it. Have been 
going great guns ever since, gradu- 
ally getting on more sail. Have now 
shaken out reefs. We carried reefed 
foresail for 26 days and reefed main 
for 20 days. 

Boy, what a thrill it is to really 
be sailing again—to know we are 
as Wm., the mate, says “running 
like Hell, O Boy” away from the 
land or sea of unending gales and 
sleet to Talcahuano in a few days 
where spring is giving way to sum- 
mer with flowers, green grass, trees, 
white suits, letters from home and 
a hair cut—to say nothing of a few 
other little odds and ends. 

Last three days are first I haven’t 
been in rubber boots, heavy gloves, 
sweaters, mufflers, sou’wester, rub- 
ber suits, etc. etc. for about three 
weeks. However, it was a grand and 
glorious experience. I wouldn’t give 
it up for anything. I am feeling 
like a million and the waist line is 
a perfect 36. The upper lip has 
taken on a large brush through 
which the wind whistles and whis- 
pers “They won’t speak to you when 
you get home.” To which I reply, 
“If that be the case, my friend, we 
will off to sea again, but to other 
distant and more pleasant lands 
than the Horn.” 

All on board are well and happy 
and looking forward to our longest 
and most delightful run from Talc. 
to Los Angeles, and then to San 
Francisco. After leaving Talc., we 
plan to stop at the Island of Juan 
Fernandex for lobsters. Sorry I 
don’t eat them. 

We have seen many, many kinds 
of birds, most of which have yet to 
be identified. The beautiful soaring 
Albatross and the Cape Pigeons 
have been with us since about 40 in 
the Atlantic. The Pigeons suddenly 
left us at 50 Pacific, but Albatross 
are stl here. We almost caught 
one this morning on hook with piece 
of pork floating with cork. He got 
pork once and another got pork and 
hook, but we got no Albi. We have 
seen penguins, seals, whales, great 
black fish and ducks. Beautiful 
snow capped mountains, etc. almost 
without end. Almost every day I 
wonder why people who have the 
time and money waste their few 
years going to Newport and Palm 
Beach when there is so much of in- 
terest to see and do in the world 
and so many thrills they will never 
know. 

Well, I have to go on watch for 
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“TREK’’ 
CHAINS ? 


You'll find them mighty useful, 
if you ever take a “trek” across 
the South African veldt. But, in 
the meantime, you'll undoubt- 
edly need some welded or weld- 
less Chain of the types used in 
the U.S.A. All types of McKay 
Chain are A-No. 1 in quality— 
the result of **MeKay’s 50 
years of knowing how.” 


For quality Chain, better handle 
the products of ... 


THE McKAY COMPANY 


McKAY BUILDING PITTSBURGH, PA 





Formerly U.S. Chain & Forging Co ) 
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C. E. WILSON 
ROSE BUSHES 


ee aaeeensceaaaanane 


1.SEAL-PAKT 
TUBE METHOD 


100% Evaporation Proof 
100% Clean 


wK 


This Cellophane Window enables 
customer to see Rose Bush without 
sacrificing in any way its moisture 
retaining qualities. 


2. SEAL-KRAFT 


Actually a potted plant, properly 
pruned, in especially prepared soil 
with sufficient fertilizer to start it 
off. Will actually start root while in 
transit. 

















Write for information on a 
complete new 


NURSERY SERVICE U. S. Patent 
1894506 


89450 
C. E. WILSON & CO., INC. “"328017""" 


1. : (2.) 
- £ ol sae Manchester, Conn SEALERAST 

















: E 
3 0 0 BUT V SHALLOW 
iz WELL PUMPS 


IT GOES uP § 





° Y DEEP WELL 
S$ 00N—try to beat it PUMPS 
$ CELLAR 
A DRAINERS 
V 
E 
D 
] KLARIFIERS 
$ - DOMESTIC AND 
COMMERCIAL 
9 . REFRIGERATION 
But Don’t Waste Time 4 4 
The Jewel 25 includes 250-gallon per $ WATER 
hour pump, galvanized tank, automatic COOLERS 
pressure switch 20-40 Ibs., relief valve s ‘ 
and strainer completely assembled and E MILK COOLERS 
shipped in one crate, tested, guaran- A 
teed and ready to install. Snap it up & BOTTLE 
at $46.00 with liberal jobber and COOLERS 
dealer discounts. DR 1 ; 
Deep Well Pumps $80.00 and up E “4 ay ee - 
m “ System $95.00 and up D ee 
BEER PUMPS 
UNIFLOW MFG. CO., ERIE, PA. 
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Waterproof Finish— Strike Plates 
Solid Brass Lock Joints . 
Marked Both Edges 


It Costs No More to 
Sell a Good Rule... But 
Your Profit Is Greater. 


More Reason Why You 
Should Have 4“yv “RED 
END” RULES in Stock 












: “It's 
echanics Say. 
= best Rule I've 

ever used 






THE [UFKIN RULE £0. 


SAGINAW. MICHIGAN. U.S.A. 


NEW YORK 
Laf syett -_ 


OF: Tarlo! 


an Factor y 


WINDSOR, ONTARIO 
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4 hours and we will soon be in 
Talc. so enough of this. 

P.S. Just called out to see big mack- 
erel Wm. caught. First fish we have 
seen since catching a dolphin off 
B.A. Fresh fish for dinner. 

P.S. 12/17 We are just coming into 


harbor. Have had wonderful wind 
and weather since last Friday. Bath- 
ing suits, wonderful sunshine and 
bucket baths. Has taken us one 
week to make 1000 miles. Four 
weeks at Horn. Stay at Talc. 3 
days. 





The Evils of Over-selling 
Exaggeration Breeds Dissatisfaction; 
Under-selling Builds Good Will 
By WALTER M. BARBER 


Sales Manager, Superflex Refrigeration Division, Perfection Stove Company 


ARASSED by many forms of 

competition, hardware mer- 

chants are turning more and 
more to “outside selling” as a means 
of increasing profits, and that brings 
up the question: Is the hardware 
dealer at a disadvantage when com- 
peting with sales organizations en. 
gaged exclusively in “specialty sell- 
ing”? 

Not if he employs their methods. 
Actually, he is in a more favorable 
position. The alert “outside sales- 
man” representing the hardware 
dealer in the sale of household 
equipment has an opportunity, when 
selling one device, to survey the 
prospects’ homes and learn what 
other articles are needed or soon 
will be needed. If it is a farm home. 
he may notice the need for a new 
pump, an oil stove, a water heater, 
a washing machine or other house- 
hold or farm equipment at the time 
he is concentrating on refrigerator 
sales. His opportunities are endless. 

When selling refrigerators in the 
spring or summer he can at the 
same time make up an excellent 
prospect list for heating-stoves which 
are more logically sold in late sum- 
mer, or for water heaters where 
homes have piped water systems, 
and by following programs of this 
sort can keep profitably busy the 
year around. 

The average specialty salesman, 
however, needs careful supervision. 
For his earnings he depends on 
commissions, and in his eagerness 
to make sales at any cost he is likely 
to fall into one of the greatest evils 
of specialty selling—that of exag- 
gerated claims for the equipment he 
is selling. 

When we pioneered the extension 
of modern oil-burning refrigeration 
to homes beyond electric lines, in 
1928, an effort was made to market 
the refrigerator entirely through 
hardware and furniture stores—the 


main channel of sales of our oil 
stoves, heaters and water heaters. 
However, it was soon learned that 
we could not depend solely upon 
our stove dealers for the distribu- 
tion of these refrigerators, because 
one of the essentials of the success- 
ful selling of such devices is out- 
side selling, calling upon prospec- 
tive users and demonstrating in their 
homes. 

That was eight years ago. Today 
a good many hardware merchants 
are successfully selling these oil- 
burning refrigerators, but on a dif- 
ferent basis—either as distributors 
with exclusive territory or as dealers 
operating under such distributors. 
They are equipped to call on rural 
homes and to make demonstrations. 
They are specialty sellers. 

Over-selling is one of the greatest 
dangers in the merchandising of de- 
vices such as refrigerators, in the 
operation of which there are so 
many variables—temperature, oper- 
ating conditions, loads, and human 
idiosyncrasies. Eight years of ex- 
perience has proved that our re- 
frigerators supply excellent service; 
and wide use of these refrigerators 
even in isolated sections of tropical 
countries has shown that they sel- 
dom require “servicing”; neverthe- 
less we occasionally get a request 
for help from a dealer here at home 
who is “stumped” by a complaint 
which he despairs of answering sat- 
isfactorily but which, upon investi- 
gation, is found to be due entirely 
to over-selling. 

An illustration in point is the case 
of a dealer in a southern state. 
“Mrs. Watkins is dissatisfied with 
her refrigerator. Please have a fac- 
tory representative call, as we can- 
not determine cause,” said he. 

When our representative arrived 
he found that the dealer’s salesman 
had made excessive claims regard- 
ing the ice cube freezing capacity of 
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MOTO-MOWER 


FOR 19 YEARS THE PREFERENCE OF USERS 
OF POWER LAWN MOWERS 





HERE’S A Profitable—NATIONALLY-ADVERTISED 
NATIONALLY-KNOWN LINE of ... 


LOW-PRICED MOTO-MOWERS 
FOR THE LIVE HARDWARE DEALER 


You can create sales and profit by displaying on your 
floor our hardware line of power lawn mowers— bearing 
a name that for 19 years has been a symbol of power 
mower quality throughout America. Priced to be sold 
in competition with mail order lines. Write for literature 
upon this hardware line of Moto-Mowers and informa- 
tion upon our exclusive deal- 
ership proposition. 


Complete line of larger power 
} lawn mowers up to 72” cutting 
™ width also available. Write 
for catalog. 


MOTO-BOY MODEL 


A WELL-DESIGNED, RELIABLE $7 62° 
MOTO-MOWER RETAILING AT — 











f. o. b. 
Detroit 


THE MOTO-MOWER CO. 


4607 WoopwarpD AvE.,. DETROIT. MICHIGAN 


RICH 











Rich step ladders are made 
of caretully-selected, long- 
grained spruce, re-enforced 
wherever there is stress or 
strain. Rich Step Ladders are 
safe under exacting use and 
will outlast 2 or 3 cheap step 
ladders. 


Rich ladders are easy to sell at 











a good profit. 


Warehouses, centrally located, 
insure 24-hour delivery service. 





See your jobber or write. 


THE RICH PUMP & LADDER CO. 


1028 Depot St. Cincinnati, Ohio 
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TRIPLEX 
Machine 
Bolts 


@ TRIPLEX puts uncommon precision into machine bolts. 
Perfect heads, beautifully cut or rolled threads—electric 


heat-treated and quenched in rust-preventing oil for proper 
tensile strength. 


Send today for samples, catalog and price list. 


THE TRIPLEX SCREW CO. 


5301 GRANT AVE. 


CLEVELAND 


IPLEX 


COMPLETE LINE OF CAPVAND SET SCREWS, BOLTS AND NUTS 


anr Ae ann 


eww eww eww 


Display Tables 
Complete line of Bulb 
Edge Glass, Price Card 
Holders, etc. 

Price Cards 

Nail Bin Counters 
Screw Bolt & Drill 
Cases 

Boxes and Drawers 
Shelving and Wall 
Cases 


Paint Sheiving 
Sample Holders 
Send Complete Store 
Fixture Catalog No. 
35H 





RESOLVE 


o-«« Sis year... tat 
to keep your mer- 
chandise hidden away 
in old-fashioned show cases, bins and 
counters. In years to come, more than 
ever you will have to DISPLAY 
your wares, in order to sell. Heller 
equipment for Hardware Stores is 
especially designed to stimulate buying 
... to make it easier for customers to 
select .. . to remind them to buy what 
they otherwise would forget. 
Consult us before you install new store 
equipment. e can suggest a mod- 
ernization program that will be a per- 
manently profitable investment, instead 
of an expense, even if you move your 
store. Simply tear out this ad and 
mail to us, checking items in 
which you are most interested. 


W. C. HELLER & COMPANY 


20 Vesey St., Suite 1111 
NEW YORK CITY 


700 Bryant Street 
MONTPELIER, O. 


























The BEST 


TAPE 


MADE 








SUPERIOR 
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SLIPKNOT 
FRICTION 
TAPE 


PLYMOUTH RUBBER COMPANY. Inc | 


CANTON, MASS 


Your Jobber Has It 


also 
SuipKNoT CEMENT-ON 


RUBBER SOLES 
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“That Reminds Me That | 
Want A New Glass Cutter” 


ae 

le display that reminds a customer 
that he needs a new glass cutter and 
puts it in front of him to buy TODAY, 
makes a sale TODAY that might other- 
wise be put off for weeks or months. 
Pushing SALES AHEAD creates MORE 
SALES and MULTIPLIES PROFITS. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


ATIERS’ POINTS - GLASS PLIER 
hed SCRAPERS - LAWN SPRINKLER 








the refrigerator. It was found that 
the refrigerator operated normally 
and that it was freezing a reason- 
able quantity of ice cubes every 
day. However, the salesman had 
stated that it would freeze more, 
and that was the cause of the “com- 
plaint”. 

Considerable diplomacy was re- 
quired to re-sell the customer. It 
was explained that the primary pur- 
pose of the refrigerator was the con- 
servation of food, not the freezing 
of ice; that it does freeze a reason- 
able supply of ice, enough to sat- 
isfy the average family; that this 
particular refrigerator was operat- 
ing perfectly, and that a model with 
greater ice freezing capacity could 
be supplied if desired. 

The refrigerator had not yet been 
paid for, but a week after: the fac- 
tory representative called, Mr. Wat- 
kins went to the dealer’s store and 
paid for it in full. The dealer also 
learned that Mr. and Mrs. Watkins 
now are going all over the country- 
side boasting about the wonderful 
performance of their refrigerator, 
asserting that even the factory sales- 
man does not know how good it is— 
that they are getting more freezings 
of ice cubes a day than the factory 
man said it would give! 

This shows quite forcibly the ad- 
vantages of under-selling. If the 
dealer’s salesman had under-sold, or 
at least had not over-sold, there 


never would have been any com- 
plaint. The factory representative 
promised the correct amount of per- 
formance, and the user made a spe- 
cial effort to show that he could do 
more with his refrigerator than was 
claimed for it by the accredited rep- 
resentative of the manufacturer. 

There is a strange but true psy- 
chology about this subject of prom- 
ise and performance. Promise what 
seems to be unreasonable to expect 
in the nature of performance, and 
the user will try to prove that it 
can’t be done, and of course will 
usually succeed. On the other hand, 
promise what is reasonable to ex- 
pect, and the user will try to prove 
that you are holding out on him, and 
he usually does. 

Over-selling is a weak form of 
salesmanship. It is almost as weak 
as price-cutting. An article is over- 
sold because the salesman feels that 
he can’t sell it unless he promises 
to deliver more in the way of per- 
formance than he has any right to 
promise. He cuts the price to make 
the customer feel that he is getting 
more than he should rightfully re- 
ceive. 

After all, it is all very simple. 
Over-selling causes buyers to be dis- 
satisfied; under-selling leads them 
to believe they got more than they 
paid for. Over-selling produces ill- 
will. Under-selling creates good- 
will. 





Supreme Court Upholds Ashurst- 
Sumners Act Prohibiting Interstate 
Prison Goods Traffic 


ARDWARE and other retail 
H interests were gratified over 
the unanimous decision on 

Jan. 4 of the United States Supreme 
Court which upheld the constitution- 
ality of the Ashurst-Sumners act 
prohibiting interstate shipment of 
convict-made goods to states which 
forbid the sale of such goods. Com- 
petition with goods of this kind, pro- 
duced at extremely low costs in tax- 
supported penal institutions, long 
has been a source of complaint. The 
Ashurst-Sumners act provides that 
prison-made goods be labeled in 
order that they may be identified 
as a matter of enforcing its terms. 
Attack was made on the law by 
the Kentucky Whip & Collar Co., 
which employs convict labor to 
make horse collars and harnesses. 
The company had asked for a man- 
damus to compel the Illinois Cen- 
tral railroad to accept for interstate 


shipment 25 separate consignments 
of its goods, which were not labeled. 
Of these shipments 10 were con- 
signed to states which prohibit the 
sale of prison-made goods. Five of 
the shipments were consigned to 
states which permit the sale of 
prison-made goods but require that 
they be labeled. The remaining 10 
shipments were for states which have 
no restrictions of any kind against 
the sale of prison-made goods. 

The Ashurst-Sumners act supple- 
ments the Hawes-Cooper law which 
takes from prison-made goods their 
interstate character in order that 
any state may prohibit sale within 
its border of such goods, regardless 
of their origin in another state. The 
Supreme Court last year upheld the 
constitutionality of the Hawes- 
Cooper act. 

Counsel for the Kentucky Whip 
& Collar Co. attacked the Ashurst- 
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Kleen Janne 


by a Garon 





A NEW principle in washing ma- 
chine construction—Kleen-Zoning 
packs a terrific sales punch! Not just 
a ‘“‘gadget,’’ not simply a ‘‘feature,”’ 
but a tremendously vital improve- 
ment—convincingly demonstrated, 
instantly appreciated. Exclusive with 
Horton! Write now for details of this 
dramatic principle—Kleen-Zoning, 
the new buy-word in washers! 

HORTON MANUFACTURING COMPANY 

3603 OSAGE ST., FORT WAYNE, IND. 


FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

ard delicate patterns, veneers. screen work, 

scalloping, fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 





JANUARY 14. 1937 











CUSTOMERS THAT WANT? 


A STRONG GLUE 
ASK FOR 


ROGERS 


THAT'S WHERE 
1 COME IN 












Craftsmen who want a strong glue in- 
variably ask for Rogers by name. 
They know that Rogers is made from cod 
skins, the best raw material known for the 
manufacture of liquid fish glue, and the 
secret of Rogers strength. Cash in on the 
craftsman trade. Sell Rogers Glue. Get de- 
tails from your jobber on Rogers 2 Deals. A 
Double Profit Maker. FREE Counter Display 
and FREE Project Sheets. Ask your jobber 
today. 


ROGERS ISINGLASS & GLUE CO. 


















GLOUCESTER MASSACHUSETTS 
Model 860 
LIST PRICE 
0th) is hel 4850 
Complete 
less motor 











Speedy Paint Sprayers 
Professional type with famous Clean Air 
DEALERS: compressor on sfeel base, pressure feed in- 
ternal mix spray gun with quart aluminum 


Send for price list, cup. List only $18.50—others $5.00—$14.00. 


discounts and details Autopower sprayers $2.60 and up. No cylin- 
Pe ok a ders, pistons or rings to wear. out. Sturdy, 
UtO efficient, yet low in cost. 


power paint sprayers. W. R. BROWN CORP. 


| 5724 Armitage Ave., CHICAGO, ILL. 
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Coming... the 


60th ANNIVERSARY 
COLUMBIA BICYCLES! 


Yes, this year we _ celebrate 
Columbia’s 60th Birthday. And 
a great new offering of Columbia 
bicycles for 1937 is coming soon. 
Watch for the 60th Anniversary 
models. Highest quality, bril- 
liantly styled, with important 
new features. A great selling 
opportunity for you. 

Be sure to include Columbias in 
your plans. 


BICYCLES 


THE WESTFIELD MFG. COMPANY 


WESTFIELD, MASS. 


SIMPLEX 











Size-Marked 
PUMP LEATHERS 


SIMPLEX size-marked leathers offer you 
a quality—and a sales building feature 
not obtainable in any other packings.... 
Confusion is avoided, sales mistakes are 
prevented and customer satisfaction as- 
sured. Size-marking is a boon to store 
buyer, sales clerk and customer. Insist 
on SIMPLEX size-marked packings—they 
cost no more. Available in two price 
classes under the brand names 
“LONG WEAR” and “STANDARD.” 


Ask your jobber or write us for price list. 


SIMPLEX Merce. Co. 
Auburn, N. Y. 
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Sumners act as being unconstitu- 
tional. They maintained that Con- 
gress has no authority to bar the 
sale in interstate commerce of any 
product which was not in _ itself 
harmful or deleterious. Rejecting 
this plea, the Supreme Court held 
that Congress, instead of seeking to 
usurp the powers of the states, was 
attempting to protect the states in 
their effort to prevent practices 
which have “harmful consequences” 
and which the states had power to 
restrict. The court also rejected the 
contention of the attorneys for the 
company that the case was analo- 
gous to that of Hammer vs. Dagen- 
hart in which the child labor law 
was ruled unconstitutional. This 
law barred the shipment in inter- 
state of goods made by child Jabor. 
This law was held unconstitutional 
on the ground that it was an effort 
to place local production under fed- 
eral control and that there was noth- 
ing harmful or deleterious about 
such goods. 

The decision upholding the As- 
hurst-Sumners act is looked upon as 
having possibilities of far-reaching 
effect in prohibiting child labor and 
fixing working standards in trade 
and industry. 

The argument is made that if 
states can prohibit the sale of con- 
vict-made goods they also can pro- 
hibit the sale of goods made by child 
labor and that Congress may pass a 
federal law barring such sales in 
support of the state statutes just as 
it did with respect to the sale of 
convict-made goods. In such an 
eventuality conclusion would be 
reached with respect to years of at- 


tack on child labor. The Congress 
finally submitted to the states a 
proposed amendment to the consti- 
tution barring child labor. The 
amendment has not been ratified as 
yet. 

Solicitor General Stanley Reed of 
the Department of Justice in arguing 
the validity of the Ashurst-Sumners 
act said that “if the child labor law 
had prohibited interstate transpor- 
tation of goods made by child labor 
into states where their sale or dis- 
position was forbidden by. local law, 
instead of prohibiting all interstate 
transportation of such goods, re- 
gardless of the laws of either the 
state of origin or the state of des- 
tination, the situation in Hammer 
vs. Dagenhart would have been 
somewhat analogous to the case now 
under consideration.” 

Senator O’Mahoney of Wyoming, 
together with a group of supporters, 
pounced upon the decision in the 
Kentucky Whip & Collar case as 
reaching beyond the matter of con- 
vict and child labor. O’Mahoney 
contends that the finding does away 
with all doubt as to the constitu- 
tionality of his bill which would 
require corporations to take out fed- 
eral licenses. Such licenses would 
be granted only on the condition 
that corporations adopted and ad- 
here to certain wage and hour 
standards. The breadth of this in- 
terpretation, whether correct or not, 
is seen from the fact that it would 
mean a relatively simple means of 
solving all the legal perplexities 
surrounding efforts to revive the 
principles of the invalidated NRA. 





4 
PICK-UP 
AND 


DELIVERY * 





Shi 
ANYTHING 
ANYTIME 
ANY WHERE 


This window display of the Railway Express Agency, Inc., 230 
Park Ave., New York City, effectively and pictorially presents 
the services of this large shipping organization. 
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This FREE Display 


makes quick sales! 


Here's a sensational new 

deal on HANSON SCALES—this 

Sales-making display now offered 
absolutely FREE! 


@ just pay for the two 
fast-selling, popular-priced 
Hanson Scales on the display 
—you get this enameled 
steel dis play rack abso- 
lutely free. Small y 
and compact—stands . 
on counter, floor, or 
in window. Shows 
Petite and Apartment 
models of famous 
HANSON Scales— 
the only personal 
scales CERTIFIED 
accurate. You make your full 
profit. Nationally adver- 
tised in Good House- 
keeping. 

Send your order to your jobber 












DEAL NO. 1000 


HANSON SCALE COMPANY Retail Prices 

(Est. 1888) Zone A Zone B 

510 N. Ada St., Chicago. 1150 Broadway, N.Y. “e tite : ae $6.50 $7.00 
0. 





HANSON itt sisi #8 ttt 


Guaranteed by 


BATHROOM SCALES = “0°, Houstxrerine 











both SUCKING 
and CHEWING 


GARDEN 
INSECTS 


It’s America’s FIRST-aid 
to gardens—the only in- 
secticide most home gar- 
deners require. 


PAYS YOU 100% MARK-UP 


ON THE SPECIAL NO. 720 DEAL 


RED ARROW GARDEN SPRAY has a double-barrelled sales 
appeal to home gardeners because it does a double-barrelled job— 
killing BOTH sucking and chewing insects with one spraying in- 
stead of two. And Red Arrow pays you double—the No. 720 As- 
sortment costs you $5.20 and retails at $10.40. Nationally adver- 
tised in magazines and newspapers reaching more than 13,000,000 
families, Red Arrow should have a prominent place in your 
garden supply display. Order from your jobber. Or, for further 


The McCORMICK 


details, write to: 


RED ARROW 


GARDEN SPRAY 






SALES CO. 
BALTIMORE, MD. 
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~-(CHICAGO)— 
SPRING HINGES 
(A Type for Every Requirement) 





“Triplex” 
Spring Hinges 
For 
Lavatory Doors 


When marble is cut 
for the-hinges of lava- 
tory doors there is al- 
ways the risk of break- 

Type 2242 ing or defacing it. 

This danger and expense is avoided when 
“TRIPLEX” Lavatory Spring Hinges are 
used. 

The Adjustable Clamp Flanges in these 
hinges offer a protection against variations in 
the thickness of the marble partitions. 


Send for Catalogue No. H 47 





Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S.A. 
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They Hold 
Securely 
On Any 
Kind of 


Hose 





FIG. 31 MENDER 


User simply slips them into the hose 
and hammers the prongs down. Their 
extra long heavy steel fingers grip 
and hold the hose securely. 


SHERMAN Long-Grip 
Couplings and Menders 


are made to last. All parts except 
the rust-proof steel fingers are Heavy 
Wrought Brass. Sizes: %”, %”, %” 
and 1”. 


H. B. SHERMAN MFG. CO. 
Battle Creek 


Mich. 





SOLD THROUGH 
JOBBERS 


FIG. 30 COUPLING 








DO YOU 
WANT TO SELL 
MORE DOG FOOD? 


We have developed a sure-fire 
plan for increasing sales of Dog 
Food. If you want more sales 
and more profit, write at once to 


VITALITY MILLS, INC. 


Dept. HA-1, Board of Trade 
Chicago, !inois 








MOUSE— DONALD DUCK 


Easter 


and 
Year ‘Round | 
Paas — 


Made from 
Colors Cer- 


MICKEY 


faster [cc 
CoLors 


. S. Dept. 
of Agricul- 
re. 





PAAS DYE CO., Newark, N.J. 








A good resolution for 1937—sell 
HINDLEY WIRE GOODS 


EYEBOLTS 
COTTER PINS 
WIRE SPECIALTIES 
BRIGHT WIRE GOODS 
Ask Your Jobber. Specify Hindley’s. 


HINDLEY MFG. CO. yaittV? 


N ST., 
VALLEY FALLS, Rf. I. 
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What About the Wholesaler With 
a Retail Department 


(Continued from page 112) 


to make an additional charge to 
the customer for the amount of the 
discount which shall then appear 
to have been wrongfully accorded 
to him. 

The suggestion is ventured that 
for the most part and where cus- 
tomers are of a reputable and re- 
sponsible standing, their initial 
statement as to the respective job- 
bing or retailing use of the goods 
purchased, ought to be satisfactory, 
and in such instances, the additional 
requirement for a check-up by the 
manufacturer, ought not to be neces- 
sary. 

Of course, each manufacturer 
must determine this point for him- 
self, with the likelihood that many 
manufacturers would prefer to form- 
ulate a definite policy and embody 
it in a properly worded announce- 
ment to all customers, plainly set- 
ting forth the extent of their re- 
quirements as above set forth, so 
that all customers will know that, 
for example, the requirement of a 
check-up, is not intended in any 
invidious sense because made to all 
customers alike. 

This procedure if carried out by 
the manufacturer in good faith. 
ought to a very large extent, if not 
indeed completely, constitute a full 
answer and defense to any com- 
plaint which might be made either 
by a customer or by the Commis- 
sion, for the manufacturer could 
then show that he had acted in good 
faith as based upon the customer’s 
assurances, and that the manufac- 
turer was therefore free from any 
wrongful intent or purpose and, 
which is more important, was free 
from any knowledge that he had 
wrongfully granted to a jobber in 
his retailing department, a discount 
applicable only to his jobbing de- 
partment. 

A further protection to a manu- 
facturer who acts in the manner 
thus advised, is that the customer 
will be under a special need of mak- 
ing his said assurances to the 
manufacturer entirely truthful, be- 
cause if the same are not truthful 
and, as the result thereof, the cus- 
tomer obtains a jobber’s discount 
when he is entitled only to a re- 
tailer’s discount, he is guilty of a 
knowing violation of the law and 
thereby subject to an_ individual 
liability under that provision of the 
Robinson-Patman Law which pro- 
vides: ; 


“that it shall be unlawful 
for any person . . . know- 
ingly to induce or receive 
a discrimination in price 
which is prohibited by this 
section.” 


2. Answer to Question No. 2 

This question shows a correct 
understanding of the requirement of 
this law that quantity-discounts 
must not exceed the savings ef- 
fectuated by the manufacturer by 
reason of such quantity-deliveries. 

The question then points out the 
practical difficulty in applying this 
principle, as shown by the examples 
cited in the question. 

These examples clearly and 
properly show that in actual prac- 
tice, unavoidable difficulties must 
arise with respect to a mathematic- 
ally correct calculation of the sav- 
ings thus effectuated, so as to de- 
termine the precise amount of the 
quantity-discount to be allowed. 

The question clearly reveals that 
different items which a manufacturer 
places in one group and then as- 
signs to such group a single quan- 
tity-discount—present a_ difficulty, 
because each and every one of the 
items contained in such group must 
necessarily vary with respect to the 
cost of handling, etc., so that in a 
very strict sense, the same quantity- 
discount is not applicable, in re- 
spect of savings effectuated, to each 
single item in such group. 

In my opinion, the Federal Trade 
Commission would not regard with 
disapproval any such grouping, pro- 
vided that such grouping were made 
in entire good faith and as a result 
of the best calculation and deter- 
mination which the manufacturer 
can command. I would regard the 
element of good faith as being sub- 
stantially controlling. If subse- 
quently any complaint should arise, 
I have no doubt that the Commis- 
sion would first make inquiry of the 
manufacturer so as to point out any 
objections which it may have, and 
that if the manufacturer should then 
be able to show complete good faith, 
any minor discrepancy in calcula- 
tion could readily be corrected 
without any serious result. I again 
repeat that the element of good 
faith and, of course, good care in 
making the necessary calculations. 
ought to relieve a manufacturer 
from any apprehension in such cases 
as are cited in his question. 


—Felix H. Levy 
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RETAIL FOR ONLY 
$195 © $225 PAIR 





THE OY MILE SKATE 













THE LEADER IN A GREAT LINE OF 


SPEED KING SKATES 


A year ago this skate (No. 600).was brand new... it “took” im- 
mediately . . . and it's still “news’ to thousands of children in 
every trading area—‘‘news” because it gives them something differ- 
ent... faster... more durable. . . something to brag about... 
It gives YOU something worth talking about. It's the first and 
only roller Skate with hardened steel rollers, gvaranteed for 500 miles 
—or a full year's use. Surprisingly, this skate is within reach of every- 
body's purse. Write for special 1937 proposition. . . let this great 











ON AND ON... 





You Need This Latest 


SRG) © MarBLes 


Catalog 


—to get the extra profits from 
sales of Marble’s Sights, Clean- 
ing Implements, Nitro-Solvent 
Oil, Knives, Axes, Compasses 
and other Outdoor 
Equipment 


Write today for your 
Free Copy 
of Marble’s latest catalog for 


dealers. New 1937 Edition now 
ready. 


MARBLE ARMS & MFG. CO. 
540 Delta Ave. 
Gladstone, Mich., U. S. A. 

















leader help you to an all-time sales record. 


TO GREATER SALES AND PROFITS! 


IMPERIAL WEANERS 


Four. effective, basic 
SS styles of weaners are il- 
lustrated. These and other 
variations are stocked in 


cow, yearling and calf 
sizes to meet individual 
and regional preferences. 
They are priced to sell at 


ts THISTLE 
PRONGED local levels—at a profit. 


Correct design, persistent 
LOS quality and _ consistent 
— ~ consumer advertising ¢ 
“ a have made IMPERIAL X 
W oD weaners the time tested 4 
market leaders. Specify 
Q Oo them to your jobber. 


nomaee IMPERIAL BIT & — nairen 
RACINE SNAP CO. WISCONSIN 





SAND'S LEVELS 


"Factory Built-In Accuracy" 


* 
MASONS’ WOOD & ALUMINUM 
CARPENTERS’ WOOD & ALUMINUM 
TILE SETTERS’ WOOD & ALUMINUM 
SAND’S-STEVENS SURFACE & LINE 


* 
Catalog on Request 


SAND’S LEVEL & TOOL Co. 
8631 Gratiot Avenue Detroit, Mich. 











TRADE 


Ba, 


MARK 





Improved Adjustable “S” Nut Wrench 


The standard wrench of its kind. Well designed and 
amply strong for all-around work. Ideal for use in 
corners and hard-to-reach places. Easily adjusted by 
the thumb of the hand which holds it. Has a steel 
operating nut and a drop-forged sliding jaw. Inter- 
changeable parts. Sizes: 6, 8, 10, 12 and 14 ins. Big 
seller to Motorists. Good profit. 


Ask Your Jobber 
BEMIS & CALL CO. SPRINGFIELD. MASS. 











and for preventing rust. 











2314-A N. 8th St. 


JANUARY 14, 1937 


WINTER Uses Up HOPPE’S 
Gun Cleaning Supplies 


Shooters Want MORE, for 


—Hoppe’s No. 9 is the quick, sure solvent for removing 
leading and all firing residue from all firearm barrels— 


—Gun cleaning is easy with Hoppe’s Cleaning Patches. 

—Hoppe’s Lubricating Oil puts pep in gun actions, pre- 
vents wear. Also is fine for cleaning and polishing. 

Hoppe’s Gun Grease, for coating guns inside and out- 

side, when stored, is absolute insurance against rust. 

Stock and display them constantly. Your Jobber will sup- 
ply you. For free Gun Cleaning Guides, write to 

FRANK A. HOPPE, Inc. 








Philadelphia, Pa. 
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HUSTLER CORPORATION «+ STERLING, ILL. 

















DENISTON 






‘Lead Seal” NAILS 


Get samples of this remarkable roofing nail which 
makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit- maker 
and good will builder. Note the famous ‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . 

Ask your jobber or write us for samples and dem: 
onstrator blocks 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 








Hand puddied 
bar iron and 
iron rivets 


THE BURDEN IRON COMPANY 


oe 1809 
ROY, N.Y. 


TREEKOTE 


PRUNING 
COMPOUND 
Possesses all the os 

elements necessary in 
preparation to properly pro- 
| tect pruning wounds. May 














weathering and prevents 
| growth of bacteria. Not af- 
fected by heat or cold after 
applied. Easy and co- 
nomical to us. 

rite for Prices 


Walter E. Clark & Son 
Milford - Box 10 - Conn. 











ROCHESTER ADJUSTABLE 
SASH BALANCES 

A product of Guar- 

anteed quality. Real 

profit in handling 

» them. 

Write for prices. 


Rechester Sash Balance Co., Ine. 
Rechester, N. Y. 











STREL MORTAR HODS 

No dripping conte 
the user’s back. 
Made entirely of 
steel with wooden 
shoulder saddle 





Write for prices. 

4 The < Cleveland Wire Spring Co. 
88th St. and Hamilton Ave. 

Cleveland, Ohio & a” 











HINE’ 
HIh ess 
GUNS ach 4 } & 


cHAMO 


MADE IN U.S.A.’ 
ASK YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 
MASS. 


HAVERHILL 


5% 








Just Among Ourselves 


(Continued from page 65) 


never forget that Dr. Paul Ny- 


strom, special spokesman for the , 


Variety Stores Association, told 
the public hearing on the NRA 
retail code that a $10 minimum 
wage would necessitate an in- 
crease in wages for more than 75 
per cent of all chain store em- 
ployees of the organizations in 
his group. Most of the best known 
and successful ones were members, 
and so named. A public exposé 
of chain store and department 
store wages might be a real 
boomerang against these competi- 
tors and a fair one as it is in- 
creasingly apparent that their 
relatively lower wage standards 
are as potent a factor in their 
lower selling prices as is their 
ability to buy better. 


DISTRIBUTION COSTS-— 


With business generally im- 
proved, there comes a danger of 
indifference about distribution 
costs in the hardware industry. 
During the lean years of the 
recent depression, competition was 
forcing both wholesalers and re- 
tailers to consider concerted, co- 
operative measures that would 
bring down the cost of hardware 
distribution. As a result there 
were developed economies that 
put hardware stores partially in 
competition. Among these devel- 
opments are: arrested finishes in 
production; better production effi- 
ciency; concentrated buying; more 
economic packaging; better store 
arrangement; better merchandis- 
ing, and better sales policies. 
Much headway was made. Increas- 
ingly, wholesaler-retailer selling 
and advertising programs devel- 
oped. Most of them were and are 
highly successful. The use of 
competitive grade goods was rec- 
ognized as good strategy for 
building store traffic and not 
merely as a “tearing down” proc- 
ess. The test was “value” rather 
than price. The hardware indus- 
try, always the bulwark of quality 
goods distribution, cast aside its 
traditional inhibitions about the 
scope of goods suitable for hard- 
ware store sale, visible pricing, 


departmental arrangement, open 
displays and the sale of competi- 
tively priced goods. It was not 
a unanimous movement but it was 
definitely a trend. Competitively 
priced goods brought people into 
hardware stores when properly 
and consistently advertised. This 
permitted an opportunity for sell- 
ing better grade, higher priced, 
longer margin, goods—not always 
but sufficiently often to be no- 
ticed. This hard-won progress 
should not be forgotten with the 
return of better business. 


RISING MARKET-— 


Naturally, in a rising market 
there will be a demand for better 
grade merchandise and a buying 
power that can afford the better 
and more costly goods—but again 
on the value basis. Hardware 
manufacturers and distributors 
felt the pinch of competition in 
recent years largely because most 
of them were unprepared. They 
should have learned a valuable 
lesson that will safeguard the 
future of this industry. They 
should zealously avoid careless 
“slipping back” into the easy and 
soft ways of high cost distribution 
methods that put hardware stores 
at a disadvantage during the lean 
years. Inventory appreciation can- 
not go on forever, unchecked. Nor 
can relative increased sales and 
rising prices cover for long any 
permitted inefficiency in either 
manufacturing or distributing of 
hardware store lines. These 
thoughts are expressed in the 
earnest hope that hardware meu 
will heed the lessons they have 
learned through bitter experience 
and are not said in the spirit of 
“viewing with alarm.” For busi- 
ness today is good, sound and on 
a substantial basis that promises 
a very profitable growth which is 
the best time to watch carefully 
our methods. This is the harvest 
period for putting the maximum 
of efforts into business and taking 
the maximum of results out of 
business. A good harvest usually 
follows a wise planting of the 
seed. 
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Victor, Holdfast, Auto-Set Mouse and Rat V 
Traps—all quickly and easily identified by 
the red V. Be sure you're stocking Auto- V 
Set (at left). It's the modern automatic trap 
that requires only one setting operation Vv 
instead of four. Women, especially, like 
this feature. All Victor and Holdfast Rat 
Traps are equipped with safety catch. V 











Your Customers Say VICTOR 
When They Ask For TRAPS 


More profit for you. For years VICTOR TRAPS have been the customers’ choice in 





mouse and rat, as well as in steel traps. It pays to stock the entire VICTOR line. 


Oneida Victor, Oneida Jump, Stop-Loss 
Traps—steel traps for every animal... 
for every set. Trappers will still be asking 
you for Stop-Loss Traps—Victor No. 33, 
No. 1VG, Jump No. 1JG—as well as for 
the standard Victor and Jump models. 
Get your share of this. repeat business. 
Your jobber can supply you. 


‘ANIMAL TRAP COMPANY OF AMERICA 


87 Years of Improvement in Trap Making 
LITITZ, PA. & NIAGARA FALLS, ONT. 








PARKING STOCK? 


That’s when shelf hardware shows up 
—the rest of the year it’s pretty dead. 


SALES HARDWARE 


is what you want—Sales Hardware like 
those profitable 


BERNARD No. 102 Pliers 


= in the new 4 Plier Selling Unit. Ask 
=! your jobber. We'll tell you if he can’t. 


Write for catalogue now! 


THE WM. SCHOLLHORN COMPANY 
416 CHAPEL STREET, NEW HAVEN, CONN. 
















Makers of 


™ Latches, Do 
qo and Key Cu 


INDE 


The SIGN of SECURITY 
in DEALER PROFITS 
and CUSTOMER 
SATISFACTION 


The Symbol LOCK COMPANY 
of rae Fitchburg, Mass., U.S.A. 
Seatestion Branches in all principal cities 


fine Padlocks, Night 
or Closers, Key Blanks 
tting Machines. 


PENDENT 











YEARS AHEAD i Sursexo 


pastes compares in these impor- 
tant features with the amazing 


NEW IMPROVED 


WOODFIX 


Nor in its remarkable 
freedom from the pro- 
nounced shrinkage so 
common with ordinary 
woodpaste. Contains 
no nitrocellulose. Abso- 


















lutely waterproof. 
Sands, planes — takes 
all finishes. 10c to 


7Se and larger. Steady Jobber. hn. aoe 
repeats — order from 


your jobber NOW. wire for discounts 


SHEFFIELD BRONZE POWDER & STENCIL co., Inc. 
SEES 3000 Woodhill Road, Cleveland, Ohio == 











Again and Again 


STAR 
_ PLATES 


make new friends and keep 
old friends. They never 
wear out their welcome. Selling 


plaints. They build confidence in 


357-391 Wilson Ave. 






\) 
\) 

\) 
) 


ae 


like introducing him to satisfaction. No worry about com- 


STAR HEEL PLATE CO. 


yeeeeeeeiTi tian, 
oy 
oy 


the first box of Stars is 


merchandise and service. 


Newark, N. J. 











Extra Sales—Extra Profits 


—with this Fast-Selling 
Display on your Counter. 






New Justrite 
=, 
Every household needs 
Justrite Push-Clips.. . 
to keep lamp cords and 
radio wires in place, 
neat off the floor! Col- 
ors to match cords or 
woodwork! Easy to in- 
stall—no tools needed. 
Holds cord tight, easy 
to remove, does not 
mar walls or wood- 
work. 


cards Green. 


JUSTRITE MANUFACTURING CO. 
2073 Southport Avenue Chicago, Illinois 











KNOWN QUALITY 


of 
Imitations 


New York, N. Y. 








SHARK BRAND CHISELS 













preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 


@ Stocked by leading jobbers, or write @ 


SANDVIK SAW & TOOL CORPORATION 
47 Warren St. 740 Washington Ave., Nerth 


Means Easy Sales 
Satisfied Customers 


are made in 
Sweden from 

finest Charcoal Steel. 
Sturdy and well made. 
Discriminating workmen ap- 


Minneapolis, Minn. 
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TROWBRIDGE 


GRAFTING -WAX 





The leading hand or brush wax for grafting and 
after trimming of all fruit, ornamental trees, shrubs 
and vines. This has been one of the fastest sell- 
ing side-lines since 1850. Put up in convenient 
1 lb., % Ib. and % Ib. shelf display packages. A 
PROFITABLE SELLER WITH A READY MARKET. 


Mfd. By 
WALTER E. CLARK & SON 
Milford Box 10 Conn. 








by more than 
a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod- 
ern service and comfort. They ap- 
preciate its convenient location. 
And their budgets approve the rates 
which make it the 
big hotel value 
in Philadelphia. 
1200 rooms and 
baths from $3.50. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 




























bf you re 
Looking for 
THE CLASSIFIED 
OPPORTUNITIES 
SECTION 
TURN TO 
PAGE 150 
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How’s the Hardware Business 


(Continued from page 104) 


Radio tube prices were ad- 
vanced Jan. 2 about 11 per cent, 
by RCA and others, the first in- 
crease after several years of de- 
clining prices. Sales of radio re- 
ceiving sets and tubes during the 
1936 holiday season have broken all 
recent records, and with no_back- 
logs of materials, the manufacturers 
of sets are being faced with various 
elements of rise in cost, which must 
probably affect their future quota- 
tions. 

* * * 


Leading manufacturers of in- 
candescent lamps have announced 
reductions on several types of 
lamps. 

Prices of the three-light Mazda 
lamps made by Westinghouse were 
reduced by an average of more than 
17 per cent, as of Jan. 1, 1937, ac- 
cording to an announcement made 
by David S. Youngholm, vice-presi- 
dent, Westinghouse Electric & Mfg. 
Co., E. Pittsburgh, Pa. The 50-100- 
150 watt three-light bulb for table 
lamps was reduced from 60 cents to 
50 cents and the larger 100-200-300 
watt size for floor lamps was re- 
duced from 80 cents to 65 cents. 
Increasing production schedules 
have enabled the company to cut 
manufacturing costs. In addition 
Westinghouse has announced a re- 
duction from 20 cents to 15 cents 
in the price of its 6 watt lamp, used 
as signal indicators and for use in 
convenience outlets in vestibules, 
etc., to provide safety and conve- 
nience illumination at low cost. 


* * * 
‘ 


Advances of about 10 per 
cent are announced by several more 
makers of stoves, and for some time 
the trend of prices from all com- 
panies has been similarly upward. 
Some firms are declining to accept 
business for shipment later than 
July 1 even at their new prices. 
New and higher quotations will go 
into effect on Jan. 15 on Gem and 
Star gasoline soldering furnaces and 
repairs, with final delivery on orders 
at old prices set at March 15. 


* + 


Some makers of table glass- 
ware have announced a rise ef 10 
per cent in quotations on _hand- 
made crystal and decorated ware. 
but for a brief period will continue 
old quotations on machine-made 
glassware. Costs have risen so 


sharply that further adjustments 
must soon follow. 


* + 


Schlage Lock Company have 
withdrawn, old prices on all items. 
effective Jan. 1, advising that a new 
price list is in preparation, with an 
advance of approximately 10 per 
cent throughout. 


* * * 


Porcelain bathroom  acces- 
sories will be advanced Jan. 11 by 
the American Enameled Products 
Co. an average of about 20 per cent. 
due to increases in cost of materials 
and manufacturing. On Jan. 9 an 
advance of 2 cents each on com- 
pression stops and stop and wastes 
was announced on the Schaible line, 
with mark-ups on other items in 
their line as high as 30 cents per 


dozen. 
* * 


Eagle Pencil Company have 
issued new net trade prices, effec- 
tive Jan. 1, with revised quantity 
discounts for single shipments. The 
effect is a general increase in the 
net selling prices, which the com- 
pany states is to take care of ad- 
vancing costs, as well as to put their 
schedules into conformity with the 
requirements of the Robinson-Pat- 
man Act. 


Air Conditioner 


For use over warm air registers. It 
draws air from furnace and distributes 
along the floor to all parts of the room. 
In winter it aids in heating a room and 





in summer it will cool a room by draw- 
ing cool air from the basement through 
the furnace. The device has an oper- 
ating switch, a six-foot cord, and un- 
breakable plug. Said to use less elec- 
tricity than a 30-Watt bulb. Has 
a wrinkle enamel finish, representing 
leather and is available in black and 
oak; other colors supplied in quanti- 
ties. A special bracket is furnished for 
wall-type registers. Koehler Mfg. Co., 
820 Vermont Ave., Dayton, Ohio. 
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Get This 
Big 50e 
Premax 






Green enamel base, red 
turbine head—covers 4 
to 30-ft. circle. No 
wear! Write or wire for 
samples. 


PREMAX SALES DIVISION 
Chisholm-Ryder Company, Inc. 


3801 Highland Ave. Niagara Falls, N. Y. 























HIRT (2UTTER’S BLADES 


and HANDLES made by R. MURPHY 


Paper Hangers’ 
Knives 
Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives 
Ciam Knives 
Mackerel Knives 
Sloyd Knives 
Cigar Knives 
Pruning Knives 
Oileloth Knives 
Plaster Knives 
Kitchen Knives 





Cutting through many thicknesses is no easy 
job. R. MURPHY knives do the job and do it 
well. Blades are long lived: their quality and 
temper make them stand the gaff. Edges are 
hand-honed and STAY SHARP. HANDLES 
afford a perfect grip. Then, too, they are made 
Stencil Knives of non-corrosive metal that will not mar or 


Manual Training stain the hands. Experts look for the name 
Knives R. MURPHY on work knives. Have them in 
Roofing Knives stock. Get catalog and prices on knives listed. 


ROBERT MURPHY’S SONS CO., Ayer, Mass., Est. 1850 














plated gasoline 
blow-torch 


This model, one of the world’s 
largest selling torches, is ideal 
for use around the home or 
farm. The chrome-plated tank is 
fitted with a windshield and 
lock-down T-handle pump. Typi- 
cal of all C & L torches, it is 


Yet its price is low. C & L 800 


and C & L 600A are other 
popular-priced torches. 


~ 
c. 4 Write for descriptive folder 


to the 


CLAYTON & LAMBERT MFG. CO., DETRO!T., 


Makers of world's largest selling firepots 


F008 
1 BEACH Ses 


HAS ALL THESE 






Portable,one-hand 
. mixing unit. 















Advertised in tleading 
magazines. Sold on our 
clean-cut profit-protecting 
policy. Order from your 
Jobber. 


HAMILTON BEACH CO. 
Div. Scovill Mfg. Co., 
Racine, Wis. 
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Asuperiorchrome- | 


constructed for long, hard use. 





Consumer 


NE Advertising 
Will Help You Sell 


EDLUND 


Can Openers 


With the February issue of Good Housekeeping magazine, 
the Edlund Co. begins a new series of consumer advertise- 
ments, featuring particularly the No. 4 Can Opener. Follow 
the Edlund line of modern kitchen tools to greater profits. 
Are you well stocked with EDLUND’S best sellers? 


EDLUND CO., BURLINGTON, VT. 


MILLIONS cucromens 
CUSTOMERS 

i Rubyfluid nationally known soldering 

products assure perfect soldering re- 
sults and are in constant demand by 
millions of satisfied users. Furnished 
in attractive new 3 color lithographed 


containers and_ self-selling cartons. 
Write today for 


FREE SAMPLE 
RUBY CHEMICAL CO. 


58 McDowell St. Columbus, Ohio 











CORE SOLDER 
FLUX & PASTE 
* 












ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled: 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK. N. Y 





Price $10.00 a Copy 
Cheek with Order 
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COBURN 


DOOR HANGERS AND TRACK 


For nearly 50 years Coburn Door 
Hangers and Track have withstood 
the test of time. Coburn, the original 
enclosed sliding door track, is today 
recognized as the most satisfactory 
in design and construction for all 
commercial, industrial and residen- 
tial purposes. Ask about our dis- 
tributor plan. 


Since 1888 Coburn Products Have Been Dependable 


COBURN TROLLEY TRACK CO. 


50 CANAL ST. HOLYOKE, MASS. 
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Here are 26 More Answers to the Question: 


“WHO MAKES 


Information regarding sources of supply as pre- 
vided readers of Hardware Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. 


Eau Claire, Wis.: Where can we 
buy (1) conveying equipment for 
conveying merchandise from our 
first to the second floor, and (2) a 
spiral chute for use in bringing mer- 
chandise from our second floor to 
the first?—Farmers Store Co. 

ANSWER: (1) Chain Belt Co., 
1648 W. Bruce St., Milwaukee, 
Wis.; The Jeffrey Mfg. Co., 958 N. 
Fourth St., Columbus, Ohio, and 
Logan Co., 204 N. Buchanan St., 
Louisville, Ky. (2) Alvey-Ferguson 
Co., Inc., North & Kohler Sts., Cin- 
cinnati, Ohio, and Samuel Olson & 
Co., Inc., 1239 N. Kostner Ave., Chi- 
cago, Il. 

* * * 


Detroit, Mich.: Who makes Al- 
ladin kerosene lamps?—Victor 
Hardware Co. 

ANSWER: Mantle Lamp Co. of 
America, 609 W. Lake St., Chicago, 
Ill. 


* * & 


Lake Forest, Ill.: Who makes 
electric ice cube crushers?—O’Neill 
Hardware Co. 

ANSWER: Stover Mfg. & Engine 
Co., Freeport, Ill.; Conco Engineer- 
ing Works, Mendota, IIl. 


oo 


Woonsocket, R. I.: Who makes 
the E-Z Do Rolador clothes closet? 
—Thomas C. Mee Co. 

ANSWER: Decorative Cabinet 
Corp., 261 Fifth Ave., New York 
City. 
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Port Arthur, Texas: Provide (1) 
address of the American Gas Asso- 
ciation as well as (2) the name and 
address of a manufacturer of ma- 
chinery suitable for producing rub- 
ber and fabric-covered metal gas 
hose with rubber ends. — Drago 
Hardware Co. 

ANSWER: (1) 1032 E. 62nd St., 
Cleveland, Ohio. (2) John Royle & 
Sons, Inc., South Paterson, N. J. 


* * 


Emporia, Va.: Who makes the 
Daniel Boone double-barrel shot 
gun?—W. T. Tillar Co. 

ANSWER: This is a special brand 
of the Belknap Hardware & Mfg. 
Co., Louisville, Ky. 


* + 


North Adams, Mass.: Provide 
name and address of the manufac- 
turer of Sandow sash cord.—Payne- 
Cummings Hardware Co. 

ANSWER: This is a special brand 
of the Grady-Travers Co., Inc., 111 
Eighth Ave., New York City. 


* + 


Milford, Del.: Who makes a car- 
rier having an extra wheel to be at- 
tached to bicycles? — The Pierce 
Hardware Co. 

ANSWER: D. P. Harris Hard- 
ware & Mfg. Co., 99 Chambers St., 
New York City. 


_. = @ 


Peoria, Ill.: Where can charts 
showing the exact weights of win- 


dow sash be obtained?—John Zer- 
wekh, Hardware. 

ANSWER: Curtis Companies, 
Inc., Clinton, Iowa, and Morgan Co., 
Oshkosh, Wis. 

* * * 

Hershey, Pa.: Who makes the 
Enders Royal single-barrel shot- 
gun?—Hershey Department Store. 

ANSWER: This is a special brand 
of the Simmons Hardware Co., St. 
Louis, Mo. 


* + * 
Dover, N. J.: Who makes the Del- 
co electric water pump? — Chas. 


Harris Hardware, Inc. 
ANSWER: Delco Appliance 
Corp., Rochester, N. Y. 


* * 


Monmouth, IIl.: Who makes Os- 
wego pipe cutters?—Shaffer & Dier- 
stein. 

ANSWER: International Nutyp 
Tool Corp., Oswego, N. Y. 


ee ¢ ¢ 


Abilene, Kan.: Who makes the © 
Vortex power washing machine?— 
Western Retail Implement and 
Hardware Assn. 

ANSWER: Haag Bros. Co., Pe- 
oria, Ill. 

* * * 

Jefferson City, Mo.: Furnish ad- 
dress of the manufacturer of the 
Collis 20th Century skating sandal. 
—Schleer Bros., Hardware. 

ANSWER: H. J. Collis Mfg. Co., 
Taunton, Mass. 


HARDWARE AGE 











Ml 








The “Who Makes It’ issue of Hardware Age enables you to quickly locate sources of 
supply and helps you answer many questions regarding brand names, products, etc. 


Sherburne, N. Y.: Where can re- 
pairs for a Stewart cook stove be 
obtained?—E. O. Stanford, Hard- 
ware. 

ANSWER: Fuller & Warren Co., 
33rd & Wright Sts., Milwaukee, Wis. 


* + * 


Quebec, Canada: Provide name 
and address of the manufacturer of 
Hemcoware.—Jos. A. Lemieux. 

ANSWER: Bryant Electric Co., 
Bridgeport, Conn. 


* * 


Noranda, Canada: Where can we 
buy an endurated waterproof tub to 
be used for holding a cyanide solu- 
tion?—The George Taylor Hard- 
ware, Limited. 

ANSWER: Almo Trading & Im- 
porting Co., 3 W. 18th St., New 
York City. 


*® ® © 


Pawtucket, R. I.: Who makes 
Pres-to logs for fireplace use?— 
Sawyer Belt Hook Co. 

ANSWER: Wood-Briquettes, Inc., 
Lewiston, Idaho, who maintain a 
New York City office at 122 E. 42nd 
St. 
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Brooklyn, N. Y.: Who makes an 
electric safety razor that retails for 
$10?—Geo. J. Schalk, Hardware. 

ANSWER: Clipshave, Inc., 11 N. 
Pearl St., Port Chester, N. Y. 


Se = @ 


Florence, S. C.: Where can we 
buy tobacco cloth? This is a fine 
cotton cloth used in covering the 
bed as a protection against frost.— 
Schofield Hardware Co. 

ANSWER: Consolidated Textile 
Corp., 88 Worth St., New York, 
N. ¥. 


* + 


Lander, Wyo.: Who makes the 
Peerless mouse trap?—Lander Fur- 
niture & Hardware Co. 

ANSWER: Automatic Trap Co.. 
Inc., 628 W. Jackson Blvd., Chicago, 
Ill. 


* + 


Haverhill, Mass.: Furnish name 
and address of the manufacturer of 
Dominion electric mixers.—Haver- 
hill Hardware & Plumbing Supply 
Co., Ine. 

ANSWER: Dominion Electrical 
Mfg. Co., 22 Elm St., Mansfield, 
Ohio. 


Fall River, Mass.: Provide name 
and address of the importer of 6-ft. 
steel measuring tapes bearing the 
trade name Mechanic’s Pal. 

ANSWER: American Merchan- 
dise Co., 27 W. 23rd St., New York 
City. 

* *% * 

Narberth, Pa.: Who makes a re- 
frigerator food bag of treated silk 
having: a zipper top and called Seal- 
Sac?—Ricklins Hardware. 

ANSWER: Enduro-Tex Co., Inc., 
1329 S. Los Angeles, Calif., who 
maintain a New York City office at 
1133 Broadway. 


* + 


Hewlett, L. I, N. Y.: Where can 
Mallory shutter hardware be pur- 
chased ?—W. H. Nudorf, Hardware. 

ANSWER: Mallory Mfg. Co., 
Flemington, N. J. 


* + 


San Benito, Texas: Provide names 
and addresses of several sources of 
supply for veterinary instruments.— 
Frank T. Phillips, Hardware. 

ANSWER: J. Sklar Mfg. Co., 133 
Floyd St., Brooklyn, N. Y.; Becton, 
Dickinson Co., Rutherford, N. J., 
and Faichney Instrument Corp., 
Watertown, N. Y. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word. mini- 
mum 50 cents per insertion. 


All Other Classifications 


Set Solid, Maximum of 50 words. ...$3.00 
Each additional word............ -06 
All Capitals, Maximum of 50 words.. 4.00 
Rach additional word............ -06 


Allow Seven Words for Keyed Address 
Boxed Display Rates 


O Ome csccccccccccecvnceececsees $5.00 
Each additional 





Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
net apply on Positions Wanted Advertise- 
ments 


ain & 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 
— * —- 
HARDWARE AGE is published every other 


Thursday. Classified forms close 13 days 
previous to date of publication. 








Use this section to reach Hardware Manufacturers,’ Manufacturers’ Agents. 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES e 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 

Address your i tt and replies to 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St., New York City 








HELP WANTED 


| 


SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





WANTED—YOUNG MAN—EXPERIENCED 
IN the sale of bouseware, hardware and paint. 
Must be willing to come to Rhode Island to live. 
Address Box C-402, care of Harpware Ace, 
239 W. 39h St., N. Y. City. 


WANTED— SALES MANAGER -- ENER 


GETIC AND capable of handling organization 
Experience with automotive trade preferred. Write 
quickly to—Box C-397, care of Harpware Ace, 
239 W. 39th St., N. Y. City 








BUSINESS OPPORTUNITIES 


! 





FOR’ SALE: 
Stock of hardware; business discontinued because 
of ill health. Reduced prices. Address Box 94, 
Marne, Iowa. 





STORE FIXTURES FOR SALE -FOUR 
omplete sections Heller wall cabinets with pivot 
display panels, glass doors. Cabinets made of 
solid oak. Priced to sell. Address R. H. Brown 
& Co., 130 Main St., Brattleboro, Vermont. 


MERCHANDISE WANTED—I BUY FOR 








SMALL, GOOD QUALITY | 


cash small or large lots of manufacturers’ close | 


outs, jobbers’ 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


FOR SALE MODERN 
STORE busv Ohio farming community corner 
busy U. S. highway, established by same owner 


35 years, doing over $22,000 year. Low rent, 
staple clean stock. Owner retiring; will sacri- 
fice in bulk or at inventory. For details write 

The Apple Company, Brokers, Cleveland, Ohio. 





HARDWARE MAN SEEKS LARGE STORE 
with small amount of stock; if you are contemplat- 
ing retiring, due to old age, illness, or want to 
make a change, I should like to hear from you; 
city or county within 50 miles of New York 


surpluses and any discontinued | 


HARDWARE 


ity. | 


Address Box C-346, care of Harpware Ace, 239 | 


W. 39th St., N. Y. City. 


SALES REPRESENTATIVES WANTED 


SALESMAN CALLING ON HARDWARE 
STORES to sell a side line of plumbing special- 
ties. Commission basis. References. Address 
Box No. 247 Station F., New York City. 

EXPERIENCED SALESMEN COVERING 
HARDWARE FIELD to add good rubber prod- 
ucts to their line. Address Box C-382, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 

















SALESMEN, WITH ESTABLISHED 
TRADE SELLING direct to hardware stores, if 
you want hot item for side line, one selling from 
coast to coast, write us. Unless you have estab- 
lished trade do not reply. Give all details, terri- 
tory you cover, lines you have, how long you have 
covered territory. Address—Fulton Products Co., 
125 West 33rd St., N. Y. City. 
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EXCEPTIONAL OPPORTUNITY 
FOR 


SALES REPRESENTATIVES 


Salesmen wanted acquainted with 
Hardware, Paint or Mill Supply Jobbers 
to sell paint for a nationally known 
manufacturer. Our proposition is new, 
revolutionary and enables the jobber to 
make more profit than heretofore. 

We are interested in getting a man who 
is thoroughly grounded in handling of 
jobbers, in soliciting jobber business and 
who is also capable of helping jobbers to 
build volume on his line, by working 
himself and with jobber’s men. 

If you feel you can qualify, write, giv- 
ing all details about yourself and your 
experience, with references. 
COMPENSATION—Salary and Bonus. 
Earnings will be governed only by 
salesman’s own ability. 

Previous paint experience not necessary. 
Opening for salesmen in several terri- 


tories. 
Address 


VITA-VAR CORPORATION 
46 Albert Ave., Newark, N. J. 














TO SALESMAN 

now calling on 
HARDWARE, VARIETY AND GENERAL STORES, 
we offer a good staple side line of 10¢ 
and 25¢ paints on commission basis. 
Write, advising territory covered, 


Address Box C-35!, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City. 








SALESMEN WANTED 


five items. Handled in De- 
Housefurnishing and Hardware Stores. 


for fast selling line, 
partment, 
In letter state full details in absolute confidence. 
Our men have been advised of this advertisement. 
Our articles make an exceptional additional line 
Commission basis. 


Address Box C-381, care of 


HARDWARE AGE 
239 West 39th Street, New York City 











MANUFACTURERS’ AGENTS. SEVERAL 
DESIRABLE TERRITORIES still open for men 
calling on hardware jobbers and department stores. 
Address Box C-385, care of Harpware Aor, 
239 W. 39th St., N. Y. City. 





SALESMEN FOR NATIONALLY-KNOWN 
LINE of builders’ hardware. Territories open— 
Ohio, Indiana, Michigan, Kentucky, West Vir- 
inia, Virginia, Tennessee, North Carolina, South 
carolina. Must be well established with trade. Give 
references, lines handled, exact territory covered. 
Address Box C-393, care of Harpware Ace, 239 


W. 39th St., N. Y. City. 


im F 





WANTED: AGENT CALLING ON HARD- 
WARE Stores in Connecticut and New England 
states to sell a high-class article. Address Box 
C-374, care of Harpware Ace, 239 W. 39th St., 
. City. 

SEVERAL TERRITORIES ARE OPEN FOR 
assignment by old established paint brush manu- 
facturer. Salesmen wanted who now call on the 
trade. Liberal commissions. Leads furnished. 
Address Box C-395, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








SALESMAN CALLING ON_HARDWARE, 
SPORTING Goods Jobbers, also Hardware Chain 
Stores East and West, to carry a small side line 
of key and watch chains, etc., om commission. 
Address Box C-375, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


CHROMIUM KITCHEN HARDWARE AS 
SHOWN IN ‘HARDWARE AGE’, OCTOBER 
22ND, PAGE 126. REPRESENTATIVES 
WANTED IN NEW YORK STATE, PHILA- 
DELPHIA DISTRICT AND SOUTHERN 
STATES. GIVE FULL INFORMATION 
WHEN WRITING. ADDRESS—AMERICAN 
BRASS GOODS COMPANY, GRAND RAPIDS, 
MICHIGAN. 








SALESMEN. WANTED--COVER NEW 


| YORK STATE with complete line of popular- 
| priced sporting goods such as baseballs, baseball 


gloves, tennis rackets, footballs, boxing gloves, etc. 
Prefer men calling on retail hardware, stationery, 
sporting goods and department store trade. May 
carry with allied lines. Correspondence strictly 
confidential. Commission basis. State full par 
ticulars. Address Box C-399, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





| NEW YORK, NEW ENGLAND, PENNSYL- 


VANIA, South New Jersey, Ohio, Michigan, ex- 


cluding Detroit, Missouri, southern states, open 
for aggressive sales representatives with estab- 
| lished following, hardware, industrials, or muni- 


| cipalities, to represent manufacturer quality locks, 








etc. Established 25 years. Side-line basis. 
Liberal commissions. State qualifications. Ad- 
dress Box C-386, care of Harpware Ace. 239 
W. 9th St., N. Y. City. 

IMPORTANT HARDWARE MANUFAC- 


TURER PLANS 1937 expansion in Ohio, Da- 
kotas, Nebraska, Colorado and Indiana. Profitable 
connection with splendid cooperation is offered 
experienced salesman acquainted with hardware, 
farm implement, and lumber dealers in above ter- 
ritories. Commission basis; car necessary. Send 
complete information, with references. Address 
Box C-383, care of Harpware Ace, 239 W. 39th 
S%., M. ¥. City. 





SALESMEN—TO REPRESENT OLD ES- 
TABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
C-388, care of Harpware Ace, 239 W. 39th St., 


N. Y. City. 
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SALES ACCOUNTS WANTED | 


POSITIONS WANTED 





POSITIONS WANTED 








WANTED 


Established manufacturers. hardware, implements 
and allied items, who are not satistied with present 
sales volume. Our service is based on successful 
experience in sales, manufacturing and advertising 
with fees contingent upon results. 


Address Box C-398, care of 


HARDWARE AGE 
239 W. 39th St., N. Y. City 











OLD-ESTABLISHED MANUFACTURERS’ 
AGENTS DESIRE line of builders’ hardware 
and kindred lines, for states of Oregon and Wash- 
ington. Address Box C-396, care of HarpWarE 
AcE, 239 W. 39th St., N. Y. City. 


HICKORY TOOL HANDLE LINE WANTED 
by manufacturer’s agent selling the hardware | 
trade in Ohio for the past 15 years, correspon- 
dence invited from manufacturers interes in 
getting distribution in this state on a commission 
basis. Address Box C-365, care of HarpwarEe 
Ace, 239 W. 39th St., N. Y. City. 











MANUFACTURER’S REPRESENTATIVE | 
COVERING THE PACIFIC Northwest can give | 
excellent attention to another line. Interested 
only in quality line of known manufacturer. Best 
of references. Correspondence invited. Address 
Box C-361, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





OLD-ESTABLISHED MANUFACTURER'S | 
AGENT CALLING on hardware and automotive | 
jobbers, chain and department stores, larger retail 
hardware stores and lumber yards interested in 
securing additional lines or side line items; prefer 
merchandise popularly priced to meet competition. 
Address Box 4338, Kansas City, Missouri. 


POSITIONS WANTED 


Hardware Personnel 


Our files contain qpetestions of several hundred ez- 
perienced and well-trained employees in the hard 
ware were: 

NO CHARGE TO senvice FOR THIS 











M RSsOGiaTED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, (803 











SEWING MACHINE MECHANIC OPERAT- 
ING OWN shop wishes private employment. Age 
twenty-five, single. Address—-Louis Linker, 2053 
Murray Ave., Pittsburgh, Pa. 








BUILDERS’ HARDWARE .AND MECHAN- 
ICS’ TOOL salesman familiar with jobbing, large 
retail and chain store trade is seeking a connec- 
tion. Prefers eastern territory or midwest. Ad- 
dress Box C-359, care of HarpwarE Ace, 239 W. 
39th St., N. Y. City. 


CONNECTION WANTED WITH WHOLE- 
SALE OR retail hardware company. Willing to 
go anywhere; two years’ experience and eight 
years’ experience serving public Age twenty- 
seven. Single; good health. Can furnish refer- 
ence. Address Box C-390, care of HarpDWaRE 
AcE, 239 W. 39th St., N. Y. City. 


PLUMBING AND HEATING. PRACTICAL 
MAN with many years’ successfull business ex- 
perience. Management, estimating, and super- 
intending. Will contract in either capacity with 
good firm. Sober and capable. Prefer southern 
or central states. Address Box C-380, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, 45 YEARS OF age, 
with 20 years’ experience in Shelf and Builders’ 
Hardware, Painters, Contractors, Auto and Fac- 
tory Supplies. Understand locksmith and door 
check repairing. Best of references. Free to 
go anywhere. Address E. Raub, 111 Clarkson 
Ave., Brooklyn, N. Y. Phone Bushwick 2-0166. 


EXPERIENCED MANUFACTURER’S REP- 

















| RESENTATIVE WHO HAS been calling on 


jobbers, department stores and syndicates for sev- 
eral years in the central West is open for a good 
line of house furnishings and light hardware. Ad- 


| dress Box C-384, care of Harpware Ace, 239 


W. 39th St., N. ¥. City. 

HAVE YOU “AN OPENING IN your sales 
department for an experienced wholesale and retail 
hardware man? Besides general hardware, I have 
specialized in the sale of radios, refrigerators, 
pumps and electrical supplies. Best of refer- 
ences furnished. Now located in the T.V.A. area 
but would consider any location. Age 28, mar- 
ried. Address Box C-391, care of HARDWARE 
AGE, 239 W. 39th St., N. Y. City. 








MAN 31 31 YEARS OF AGE AGE, w with ty twelve years’ 
experience wholesale and retail hardwz are, three 
years traveling, desires position with progressive 
wholesale or retail hardware firm that could offer 
permanent connection for reliable man who can 
produce. Can give satisfactory reference as to 
ability, aggressiveness and integrity. Address 
Box C-392. care of Harpware AGE, 239 W. 
39th St., N. Y. City. 


~ ES THERE SOME BUSY EXECUTIVE who 
seeks an intelligent young men whom he can 
shape into a loyal assistant? Am 21 and have 
four years’ of wholesale hardware experience. 
Have the recommendation of former employers. 
Now attending the evening session at N. Y. U. 
School of Commerce. Would like to connect with 
a New York or New Jersey firm. Address Box 
C-394, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 








AVAILABLE JANUARY FIRST—an energetic 
sales executive of demonstrated ability, wide ex- 
perience, sound well-balanced judgment, physical 
and mental vigor, alert, resourceful, adaptable and 
of pleasing personality with unassailable character 
and credentials is seeking a new association on ac- 
count of principals’ retirement from business. Is 
especially well equipped by experience and perform- 
ance to administer heavy responsibility. Personal 
interviews are sought with interested manufacturers. 
Address Box = 362, care of Rageweus AGE, 
239 W. 39th St., N. Y. City. 











EXPERIENCED HARDWARE MAN, 
THIRTY-THREE years of age, thoroughly ex- 
perienced in retail and wholesale hardware, paints, 
builders’ hardware, glass and electric lines, at 
present —- but desires to make a change. 
Best of references. Ten years of store manage- 
ment and buying. Pennsylvania or New Jersey 
preferred. Address Box C-389, care of HarpDWarE 
Ace, 239 W. 39th St., N. Y. City. 





HARDWARE MAN, FORTY-THREE YEARS 
of age, thoroughly experienced in retail and 
wholesale hardware, paints, sporting goods and 
kindred lines, both inside and outside, desires a 
position with responsible retail firm. Capable_of 
buying, bookkeeping and store management. Sal- 
ary secondary. Free to go anywhere. Middle 
West or South preferred. Address Box C-242, 
oe of Harpware Ace, 239 W. 39th St., N. Y. 

ity 








YOUNG MAN WITH SUCCESSFUL REC- 
ORD of eleven and half years as advertising and 
sales promotion manager manufacturer hardware 
and house furnishing items seeks new permanent 
connection with definite future opportunity. Ca- 
pable planning complete advertising sales promo 
tion campaign. Also experienced directing sales 
men. Thirty-five years old with proven record 
results. Address Box C-401, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURERS ATTE NTION! ARE 
YOU WANTING a traveling sales representative 
Southwest? Have 15 years’ sales experience in 
steels, metals, building and highway materials. 
Hold best of written references showing sales 
ability, character, and reliability and other A 
No. 1 credentials. Compensation secondary to 
proposition offering stability and future. Have 
sold both large and small accounts mid-continent 
oil territory. Address-—P. O. Box 234, Cherry 
vale, Kansas. 

AG GRESSIV E YOUNG SAL ESM AN WEL L 
ACQUAINTED with hardware and house furnish 
ings stores in the New York Metropolitan area, 
seeks opportunity with good manufacturer or 
wholesaler, who will recognize and reward unusual 
ability. Five years’ experience as salesman for 
prominent manufacturer of popular hardware 
and houseware _ specialty. Not interested in 
straight commission offers. or in sidelines. Ad 
dress Box C.400, care of Harpware Ace, 239 W 
39th BE... _ N. Zz, Cap. 








A “Classified Advertisement” In 
Will Be Read By the “Class” 


Hardware Age will tell your story to the right “CLASS” — reach the 
greatest number of Hardware readers of any hardware paper and is noted 
for securing quick, tangible RESULTS for its advertisers. 


Send your copy with remittance to— 


HARDWARE AGE 


CLASSIFIED OPPORTUNITIES DEPT. 


239 West 39th St., (4 Chilton Publication) New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 
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You Want to Reach— 


For securing desirable Sales Representatives, Sales Accounts, or for Busi- 
ness Opportunities of any kind use the Classified Opportunities Section 
of Hardware Age, which covers the Hardware Trade thoroughly. 


Hardware Age 
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Actual size of sheets 9% by 12 inches 
over all; writing area 82 x I11, 
inches. Sheets printed on both sides 
of good white bond paper, with 28 en- 
try lines on each side. Price $1.25 for 
200 sheets (400 pages). 





Simplify Your Stock Taking with the WHITE 


To make your annual inventory taking an 
easier, surer job, we asked 1,000 leading retail 
hardware dealers to help us design a new 
HARDWARE AGE Inventory Record Sheet. 


From the many suggestions we received, a 
new sheet was designed—in a new size and form 
to sell at a new low price—200 sheets for only 
$1.25, which includes postage. As these sheets 
are printed on both sides of good white bond 
paper, this means you really get 400 pages of in- 
ventory record sheets. Each page has room for 
28 items. Your $1.25 investment provides inven- 
tory space for 11,120 items. 


During the past years, thousands of retail hard- 
ware dealers and wholesalers have used mil- 
lions of HARDWARE AGE Inventory Sheets be- 
cause they found them simple, convenient and 
handy to use. This new form is the best ever— 
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it's even more simple, more convenient and 
easier to use. Our entire effort was directed to- 
ward making your annual inventory taking an 
easier and surer undertaking. 


These new HARDWARE AGE Inventory Sheets 
will fit the HARDWARE AGE Inventory Sheet 
Binders which are used by thousands of dealers 
who reorder their HARDWARE AGE Inventory 
Sheets year in and year out. 


Due to the exceptional low price at which 
these sheets are sold and which applies to the 
United States and its possessions only, please 
have your money order or check accompany 
your order. Use the coupon below to order 
your supply today and make your inventory 
taking this year easier and surer with these 
sheets. 


CONDENSED HARDWARE AGE INVENTORY FORM 


eeeeneeeenneeneneeeesse---20----USE THIS COUPON.............-------------------- 


HARDWARE AGE, 
239 West 39th Street, New York, N. Y. 


Gentlemen: 

Se rere Please send me ........ hundred white HARDWARE AGE Inventory Sheets (200 for $1.25, 
which includes postage). Also send me ........... Binders (50c each). Send these to me by return mail. 
I cd. 6s KAS Chace Se emis Pees Terme eau setlists Sen neeseeees siege $a, 5 inp wohl oid drink alcdia snore hans ow Lea 
Rr eee Ser Te ey i ta ee ra fore eee eee ical h os cit han tae Loeb a5, Sheehan ee ee 
























BOMMER 


Standard Type 
Lavatory Partition Fittings and || 
Stall Door Hardware 





™ Send for Catalog No.55 ™ 
BOMMER SPRING HINGE CO., Brooklyn, N. Y. 














LOOK FOR THE DISTINCTIVE 
CROSS PACKAGE 


red-white-black 
YOUR CUSTOMERS DO! 


all 
O. K. 


if they're 
W. W. CROSS & CO. INC., EAST JAFFREY, N. H. 


HORSE NAILS — 


CAPEWELL 


Regular Head | City Head 
Extra Large Head |! Goodenough 
Countersunk | Regular Ice 
Plater’s Special | Special Sy 


NORTHWESTERN 
Regular Head y 


NS Head 














COMPANY 


|___MAIN OFFICE DRD, CONN. 








Genuir° NQMES ¥ SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40$ SET- 105 SET- 108 SET SAVE FURNITURE 


=< & FLOORS-CREATE QUIET 

















ss 
4 





“Look for words DOMES ef SILENCE” 


INSULATED-NOISELESS FOR TILE 

CEMENT OR MARBLE FLOORS IN 

BATH ROOMS. RESTAURANTS, ETC. 

LARGE SIZE FOR METAL & WOOD BEDS 

LARGE CHAIRS & ALL FURNITURE.. 
Ask your Jobber— 

If he is not supplied, write to 


DOMES of SILENCE, Inc., 35 Pearl St. N. Y. C. 
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STARTS WITH «ee 





BAKER BRUSH CO. INC - "87 GRAND ST - NEW YORK 





Increase dime Aales WATH THIS NEW ALL-METAL 
REVOLVING DISPLAY CABINET. .... ily FREE! 


A. With an order for only 72 window 

front packets of Moore Push-Pins, 
glass and aluminum heads, and push- 
less hangers, you can receive absolutely 
free, this new, attractive revolving dis- 
play cabinet . .. Dealers everywhere have 
told us that sales literally jumped the 
day they placed it on their counter. 
Start this very day to increase your 
dime sales...order from your jobber. 


MOORE PUSH-PIN CO. 
113-125 Berkley St., Phila. 


















MOLDED RUBBER GOODS 





areger 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mana- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request 


ELASTIC TIP canna 


370 Atlantic Ave., Boston, 


a 






































Sy) BRUSH-NU COMPANY , 


is BALTIMORE MARYLAND \ 
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SEAL TITE JOINTLESS OVEN~ 


Exttacrdinary Feature 


Your first impression—the buyer’s first impression—of this new 
Allen Range is Beauty. Strikingly different, with its graceful, 
rounded corners and smooth, enameled surfaces. Contrasting 
black trimmings. It wins the housewife on sight. 


EN’ DUO-HEAT ‘ 


aa ENTED ADJUSTABRE 
: ewes But you must go beneath the surface to appreciate how far in ad- 
vance of competition Allen modernization has gone. 21 superb 
features contribute to brilliant performance, convenience, com- 
pleteness, lasting service. 


The Seal-Tite Jointless Oven—fully enameled—floats in flame .. . 
increases heating speed, uniformity of temperature, fuel saving. 
All doors tight-fitting and heavily insulated to conserve heat and 
retain the delicious food flavors. Oven strongly braced to eliminate 
buckling. Triple wall, with air space, adds to efficiency and pro- 
tects the fine enamel finish. 17 other features make this marvelous 
new Allen the easiest-selling range on the market. 


NEW ALLEN PARLOR FURNACE 


with Patented “Directed Heat - 




















I—Circulated Heat Throughout the House. 
2—Radiant Heat Directed Where You Want It. 








A finger touch moves the adjustable 
Heat Directors from closed position 
to any angle up to horizontal, or wide 
open. All Directors move together, 
with one control. The Allen is the 
only coal-wood heater with this ad- 
vanced, patented feature, which di- 


rects radiant warmth to any point 
where extra heat is needed. Elim- 
inates cold floors, cold corners, saves 
fuel . . . closes sales. Write today 
to ALLEN for the livest proposition 
in ranges and heaters before the 
American retailer. 




















We -HOLTITE- ‘ 


Reg.U.S. Patent Office 


Sold through Hardware Jobbers 


ci SCREWS 


In all Head Styles, @ 35 
Metals and Finishes. | 
Large, complete stock & 
of standard sizes. 


THREAD-FORMING 
SHEET METAL SCREWS 


Case Hardened —All Finishes 


cessed head. i 
Effects real savings I 


SOCKET HEAD 
Wood Screws 


Easily and A special 
quickly in- 
serted and 


driven 


driver fits 
square, re- 
in 


difficult positions 





i MACHINE BOLTS 








| Rolled and Cut Threads with Amer: 
ican Square Heads and- Nuts. 
Assembled — in Packages. Unas- 
sembled — in Bulk. Large stock 


STOVE 
, BOLTS 
Large stock, prompt 


delivery of regular 
head styles — Flat, 


y) 


PUA EE) 


WA ag 


Ee 


tit) 


HANGER a t 


Made to order in diameters of “4”, 
5/16”, %”, in lengths up to 6 in- 
ches. Regularly supplied with 
Square Nuts. Hexagon and Wing 
Nuts can be furnished. 





{ standard sizes. 
P CARRIAGE BOLTS 
A ans 





| Rolled or Cut Threads wilh Amer- 
ican Standard Square Nuts. 
3 Assembled — in Packages: Unas- 
. j sembled — in Bulk. All types, 
sizes and metals. 


dep 


CAP 


SINK BOLTS 


Regularly made in steel, with flat 
heads. Two square nuts with each 
bolt. Can be furnished in brass. 
Strong. Accurate. Complete Stock. 





DRIVE SCREWS 


Furnished in Steel, Flat Head with 
milled or sawed slots. Brass on 
special ‘order. Round and Oval 
Head can be furnished. Large 
stock of popular sizes. 


Round, Oval, Stove. 

All sizes. 
in all types 
and finishes. 
Accurately cut. 

complete stock of & 

standard sizes. Spec. = 

ials to order. 


ery. Furnished 
Prompt delivery from f(-# 


THUMB SCREWS 


Cold forged and roll | 

threaded to close limits. 

Accur- 

ate, uni- 

) form, & strong. The stock 

finish is plain steel,can be 
furnished in all finishes. 





By TUBULAR RIVETS 


it VT UT 


Steel and Brass. Semi or Full Tubu- 
lar. All head styles and finishes. 
These rivets are uniformly true to 
gauge, with correct setting qualities. 


Large, com- 
plete stock 
MACHINE 
SCREWS \Z 
ESCUTCHEON PINS 
| | 


carried tor 
prompt deliv- 
STEEL AND BRASS 
ALL FINISHES 
Complete Stock 
in Steel and Brass 





FINISHING WASHERS I 


SS & | 


Steel and Brass Countersunk and 
Brass Flush Finishing Washers. 
Ebony, Bright Nickel and Gilt Fin- 
ishes carried in stock. 





CONTINENTAL SCREW CO 


New Bedford.Mass.. 


. Warehouses at Detroit & Chattanooga 


HARDWARE AGE 








